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In a world of converging needs and desires, 
globally standardizing products would lead to 
lower production costs, improved quality of 
products as well as management. The validity of 
this argument proposed by "global marketing" is 
discussed taking into consideration the differences 
existing within cultures and whether culture is in 
fact a barrier to globalization. A study was 
conducted in order to explore whether global 
marketing strategies can be successful in Turkey 
for food and drink products competing with local 
counterparts with regard to age, sex and socio­
economic status comparisons.
Keywords: Globalization, Standardization, Culture,
Perception, Demographics, Socio-
Economi c-Status.
OiTü E T
KÜLTÜR GLOBAL PAZARLAMA İÇİN YAPAY BİR 
ENGEL Mİ TEŞKİL EDERMEKTEDİR : 
TÜRKİYE DEKİ BESİN ÜRÜNLERİNİN 
BİR İNCELEMESİ
SİBEL SEZER 
M.B.A TEZİ 
DR. GÜL İZ GER 
h a z i r a n , 1989
İhtiyaç ve isteklerin bütünleştiği bir dünyada, 
ürünleri evrensel çapta standart 1 aştırarak daha 
düşük maliyette üretim, daha üstün kalite ve daha 
iyi bir işletme elde etmek mümkündür. Her kültürün 
kendi içindeki farklılıklar göz önünde tutularak, 
global pazarlamanın ön görmekte olduğu bu argümanın 
geçerliliği tartışılmakta ve kültürün gerçekten bir 
engel oluşturup oluşturmadığı araştırılmaktadır. 
Global pazarlama stratejisinin Türkiye için geçerli 
olup olmadığını öğrenmek amacıyla yabancı besin 
ürünleri ile benzeri yerel ürünler tüketici 
açısından karşılaştırmalı bir araştırma konusu 
oluşturmuştur.
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This study intends to explore the question of 
whether global marketing strategies are applicable 
throughout the world. Part I, which is largely 
theoretical, approaches the question of globalization by 
focusing on several relevant issues. These are, namely, 
the strategies that deal with globalization; the concepts 
of standardization, centralization and differentiation and 
what they represent; arguments made by the leading 
advocates for and against global marketing; and, some 
guidelines to successfully achieve globalization. 
Secondly, Part I deals with how marketing and culture are 
related. Under this title, an overview of the study of 
culture is presented, including the socio-economic and 
demographic factors influencing culture, followed by an 
elaboration of culture’s affect on consumer behavior.
Part II, which is empirial, begins by explaining the 
purpose of the survey that has actually been conducted in 
order to test certain hypothesis relating to our basic 
question. The hypothesis are followed by research design 
and methodology which include the sample, material, 
procedure and results. The final section includes the 
discussion and conclusion.
I. INTRODUCTION
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1.1 GLOBALIZATION
Global marketing is a very popular topic in which 
current debates take place on its applicability regardless 
of the country targeted. A related issue is whether the 
future marketing strategies should pursue a standardised 
or a localized strategy for the markets considered. In 
this study, issues regarding global marketing strategies 
and their relation to culture are discussed. A survey is 
used to explore whether global marketing strategies are 
successful in Turkey for products competing with local 
counterparts and whether culture is a possible barrier to 
globali zation.
The concept of globalization originates from the 
evolution of the world economic system, that is the 
evolution from trade to foreign direct investment up to 
globalization. Countries, especially England and Holland, 
realized the importance of trading with foreign countries 
starting from the sixteenth century on. The successful 
firms of the home country realized they could enlarge
their profits by seeking opportunities abroad. Black
(1986) is among many who emphasizes the role of mass
production in the ability to sell abroad. When a country
mass produces, an abundance of products produced arise due 
to increased efficiency in which case exporting proves 
profitable. As the number of nations exporting increases, 
competition increases; enhancing growing nationalism and
barriers such as tariffs and quotas. These developments
give way to the multinational firm. The multinational
firm is defined as evolving seperate international 
divisions acting as semi-independent operating units 
focused upon their particular countries with key 
competitors defined in relation to each seperate market 
(Halliburton and Hunenberg, 1987). Finally, the last 
stage along this continuum is global marketing for which 
the argument is that the most suitable method to deal with 
rising costs of producing for seperate markets would be to 
produce a product in high quantities which would meet the 
demand of the entire world. Kaynak (1987) provides a 
summary of the stages involved from initially producing 
solely for the home economy towards producing global 
products (Figure 1).
The content of competition changes depending on 
the strategy of the firm, that is to say, whether it is 
local, multinational or global. In export markets the 
competition is in the home country from which it exports; 
in the multinational firm competition is seperate in each 
seperate market it operates; and, in the global market 
competition is global.
1.1.1. Strategies Deali ng with Globali zation
Mesdag (1971) argues that the strategy of 
trying to sell a successful product in the country of 
origin to a host market without doing any research or
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trying to discover the needs (manifest or latent) of that 
particular country, can be called "The shot-in-the-dark 
method” , and is an "unmarketing" approach. The strategy 
is based on the premise, or the hope that the 
domestically successful product will sell abroad. More 
appropriate strategies to deal with international markets 
are the multinational strategy, the sub-global strategy 
and the global strategy.
The multinational strategy treats the world in 
seperate markets and thus uses different marketing 
strategies in each market it operates. Farley (1985) says 
that "companies pursuing the multinational strategy ignore 
similarities and concentrate on differences in their 
operational policies and programs." Ignoring 
similarities may be due to the realization that even 
if similarities exist, they may not be sufficient to 
provide the firm with the necessary sales in those 
countries. Thus, concentrating on differences may 
prove to be more profitable.
The Sub-Global Stategy tries to meet the 
expectations of the international product while satisfying 
the needs of different target groups such as different 
cultures, economic status or demographic areas. Although 
basic human needs are the same through-out the world, the 
symbols in which they are interpreted and the ways they 
are satisfied differ between different cultures. Thus, 
the sub-global strategy would favor the firm which varies
the executions of the product having basic global appeals.
The Global Marketing Strategy argues for globally 
standardized products because they satisfy the consumer 
with regard to lower cost, improved quality and 
management. The products would benefit from economies of 
scale, as well as from the transfer of ideas. Thus, a 
firm with a successfully mass produced product in its home 
country can mass produce it throughout the entire world.
It is argued that technology has become the power 
which drives the world "toward a converging commonality" 
(Levitt, 1983). Accordingly, the technological 
developments that took place in transportation and 
communication have led to products which are desirable 
through-out the world. This has enabled many different 
cultures of varying countries to experience and thus 
become familiar with a wide array of foreign goods. 
Certain barriers exist such as different market and 
industry characteristics, legal restrictions and company 
organization (Buzzell, 1968). These three marketing 
strategies for international sales are illustrated in 
Figure 2 (Kaynak, 1987).
1.1,2. Standardization. Centrali zation and Pifferentiation 
Global marketing strategies are linked to the concepts of 
standardization, centralization and differentiation.
Standardization implies a common marketing "mix" 
applied to similar target customer groups from one market
to another. Centralization refers to organizational 
structure and decision-making. Thus, standardization is an 
external marketing question, whereas centralization is 
specific to the organization and is therefore an internal 
question. Standardization implies a higher degree of 
centralization but the opposite does not have to hold 
true.
If standardization is found to be inappropriate, 
the products must be adapted with regard to market needs 
of the country being targeted. The "degree of
adaptation" is of concern once a decision has been made 
that standardization will not be appropriate for the 
product. Adaptation can be in several components such as 
packaging, pricing, distributing as well as the 
ingredients, or the combination of certain ingredients. 
Differentiation, unlike standardization, implies marketing 
the product to different segments on the bases of 
marketing activities. Marketing activities have been 
classified on three levels. The first is the marketing 
strategy in which the marketer selects certain target 
groups and satisfies their specific needs in order to gain 
a comparative advantage. The second activity is the 
marketing mix which is composed of price, product, 
promotion and distribution. The third group of activities 
are the marketing procedures which are organisational 
procedures, information, planning and control (Halliburton 
and Hunenburg, 1987). The appropriate strategy for
international markets with regard to the levels of 
standardization and differentiation are depicted in Figure 
3 (Halliburton and Hunenberg, 1987).
Research findings suggest that the overall 
marketing objectives and strategies as well as the 
marketing procedures are more easily standardized than the 
marketing mix elements; and, that with the marketing mix, 
the sequence of ease of standardization starts from 
product decisions, followed by promotion and advertising, 
decisions (Walters, 1986).
No strict rules exist as to whether standardization 
or differentiation is appropriate. The relevant question 
is the degree of each to be applied. An example of 
advertising as an instrument; and cultural context as a 
marketing objective is illustrated in Figure 4 
(Halliburton and Hunenberg, 1987) with the degree of 
geographic standardization.
It has been found that standardization is 
relatively high and growing for certain industries 
(Boddewyn et.al., 1986) An investigation of the U.s. 
companies in the European Economic Community (EEC) 
indicate a slight increase in product standardization 
from 1973 to 1983 in consumer durables, a substantial 
increase in nondurables, and a decrease for industrial 
products within the same time period (see Figure 5 ). 
Anticipation of a more standardized marketing mix for five 
years ahead was much greater than the actual
standardization that took place for consumer durables and 
industrial goods.
They also found that "the standardization of product, 
brand, and advertising do not necessarily move apace, and 
that advertising is more resistant to uniformization than 
are the other two" (Boddewyn et.al., 1986).
1.1.3. Arguments For and Against Global Marketing
There are two major view points on the question of 
the relevance and merits of global marketing. While one 
view supports the concept and strategy of global
marketing, the second one argues that global marketing is 
not suitable to the realities of a multi-cultural world. 
These arguments are summarized below.
The supporters for global marketing
argue that the world’s needs and desires are becoming very 
similar, and a cultural convergence is taking place. For 
example, Levitt (1983) describes this convergence by 
pointing out the increased worldwide communication. "The 
same countries that ask the world to recognize and respect 
the individuality of their cultures insist on the 
wholesale transfers to them of modern goods, services and 
technologies" (Levitt, 1983). Kaynak also emphasizes 
the "homogenized" world needs. He argues that the 
television programs and motion pictures shape shared 
cultures, and that the use of L-SAT high power TV 
satellites might eventually get rid of cultural barriers
8
(Kaynak, 1987). Thus, culture is viewed to be a barrier 
that can easily be overcome in our modern world. Cultural 
factors are conceptualized as being superficial and that 
cultural preferences, national tastes and standards as 
being vestiges of the past (Levitt, 1983). A more 
flexible understanding towards preferences and needs of 
consumers from varying cultures may yield profitable 
results. Thus, marketers may realize the other side 
of the coin: that preferences are homogenized.
Furthermore, the supporters of global marketing 
argue that international competition will force 
globalization (Levitt, 1983; McNally, 1986). The global 
firm will totally specialize on one thing and eventually 
gain great expertise and knowledge on it. By using "high- 
tech" methods and benefiting from economies of scale the 
global firm will be able to manufacture high quality at 
very low costs. Studies (e.g. Levitt, 1983; Keegon, 1987) 
argue that consumers are influenced greatly by low price 
regardless of features and heavy promotion regardless of 
price. Thus, high quality together with low prices may be 
strong enougn incentives to break down barriers such as 
culture. The question persists as to the time needed to 
achieve low price and high quality simultaneously. 
Japanese firms have been working towards this goal for 
many years. As they have been producing low-cost
technology and highly automated factories, they obtained 
an advantage in the global environment. McNally (1986)
believes that unless the affluent U.S. firms do not go 
global they will not be able to compete in our 
internationally competitive age, especially now that 
agressively competing in global markets is becoming a 
national objective for many countries.
On the other hand, many criticisms are raised 
against these arguments. For example, Boddewyn
et.al.(1986) argue that the evidence in Levitt’s article 
is as scarce as the beef in the now famous Wendy’s 
commercial. If the world is in reality becoming a 
"global village" then practically every product would 
benefit from standardization. However, this statement 
sounds utopian due to very obvious obstacles such as the 
varying degrees of development between countries and the 
extent to which they can benefit from technology.
Nevertheless, even those who strongly reject the 
concept of globalization, accept the fact that global 
marketing strategies are suitable for certain industries 
such as for high technology, rapid innovation products and 
the truly international consumer products such as Cola’s. 
Certain examples are given of firms which have taken 
advantage of these distinction cited above (Keegon, Still 
and Hill, 1987; Kotler, 1984). Hilton and Gilette serve 
the mobile businessmen and tourists; Marlboro and Levi’s 
(Western Cowboy), Coca-Cola and hamburgers (American 
consumption habits). Hertz and Pan-Am (U.S. service 
efficiency) all take advantage of the strong and favorable
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U.S. image. Other ’’global" products target the same 
consumer segment whose purchasing motives and product-use 
habits are similar through-out the world. Examples of 
such products are baby food producers such as Gerber baby 
food; pharmaceuticals which target health related problems; 
and, Rolls-Royce, French Champaigne and Russian Caviar 
serve the elitist segments (Keegan, Still, and Hill, 
1987). Agnew (1986) also argues that the industries
specifically appropriate for global marketing are fast 
food and beverages, automobiles, airlines, packaged goods, 
manufactured goods, and consumer goods of general use. In 
general, though, standardization for markets that show 
marked national differences are inappropriate and the 
"whole global marketing craze is a ploy by advertising 
agencies to get new business" (Kotler, 1984).
The ones who reject global marketing believe that 
competing all over the world at the same time may yield 
more harm than profit (Black, 1986; Lenrow,1984). The
firms that wish to become world brands are advised to 
resolve the language, product, product usage, competition, 
target groups as well as socio-economic, cultural and 
technological differences among nations (Lenrow, 1984). 
Accordingly, Black (1986) advises that one should "think 
globally and promote and sell locally".
Support for these conceptions seem to be provided 
by a study in which the participants, who are managers 
selected from companies operating within Europe, were
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asked to rate obstacles to standardizing their marketing 
mix in the EEC (Boddewyn et a l , 1986). The largest
obstacle was found to be that of national differences in 
tastes, habits, regulation and technical requirements 
(See Figure 6 ).
In addition, price was not found to be a major 
competitive tool for 58% of consumer nondurable, 50% of 
the durables, and 61% of the industrial goods. The non­
price competitive tools used by U.S. firms are depicted in 
Figure 7 ( Boddewyn et a l , 1986). These findings suggest
that lower prices, which were argued to be one of the 
crucial advantages that would be sought for by the global 
consumer, may not in reality be the most critical 
attribute desired. Thus, even though very low prices are 
obtained by the use of advanced technology and mass 
production, the “global" consumer may prefer a slightly 
higher priced local product because he believes it is 
healthier or has higher quality. However, these findings 
do not indicate whether consumers would prefer a global 
product with extremely high quality as well as low prices 
to a local product he is accustomed to using.
According to Locke (1986), culturally
determined attitudinal conflicts constitute a threatening 
barrier in global marketing. He observed that "...those 
hidden differences-the ingrained socio-cultural patterns, 
biases, customs and attitudes we all bring to every aspect 
of our 1 ives-represent the global marketing concept’s
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fatal flaw". He points out that two constraints have to 
be examined before global marketing strategies are 
considered: First, the instinctive sensitivity of people
who grew up in the same market environment; second, enough 
market research to uncover customers’ needs.
In summary, supporters of global marketing argue 
that globalization will provide better quality with 
reliability at lower costs because it will specialize on 
one particular commodity for the world consumer. Other 
advantages stated are the increasing degree of managerial 
control, simplifying strategic planning efforts, taking 
advantage of the home-country headquarter’s expertise, 
increased simplicity in developing specific substrategies 
(e.g. packaging, promotional, pricing, distribution), and 
an overall reduction in problems resulting from overlaps 
created by misusing both human and material resources 
(Friedman, 1986). It is pointed out that the facts 
indicated, along with advanced communication practises 
going on throughout the world are sufficient to break 
cultural barriers. On the other end of the pole are 
advocates who argue against globalization indicating that 
societal differences such as socio-cultural patterns, 
biases, language, competition and technology are inherent 
in the society, i.e. they have been with the particular 
culture for generations and thus are almost impossible to 
break.
Both arguments have valid points. Marketing aims
1 3
to satisfy the consumer’s needs and wants. Thus, 
producers should not try to sell what they produce in the 
global context, just be global, but pursue globalization if 
it fits with the consumer’s needs and desires. They 
should sell their global products keeping in mind the 
characteristics of the culture they are targeting. In the 
following sections, we should consider the various aspects 
of culture that might have important impacts on marketing 
strategies.
1.1.4. Some Guideli nes to Successful 1v Achieve Globali zation 
According to Halliburton and Hunenberg (1987) a 
firm should evaluate itself on the basis of certain rules 
in order to successfully apply standardization and thus 
they identify nine guidelines. First of all,
standardization is more applicable when marketing 
objectives and strategies are taken into account than the 
marketing mix operations. Second, marketing procedures 
and processes can be relatively standardised while 
retaining differentiated marketing mix operations. Third, 
in the marketing mix instruments, product decisions such 
as positioning, branding and packaging are the first to be 
standardized followed by communication decisions such as 
the message and media, then by the sales force decisions, 
distribution decisions and finally by the pricing 
decisions. Fourth, market leadership is necessary to 
prolong global success. Leadership can be in size (low-
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cost, mass volume, industrial products); innovation 
(value-added, hi-tech products); perceived quality (added 
value, marketing driven consumer goods). Fifth, 
standardization of industrial and high-technology products 
are more suitable to world conditions. Sixth, global 
opportunities are constrained by global competition. 
Seventh, globalization is facilitated the greater the 
convergence of customer demand and attitudes. Eighth, 
globalization is facilitated the greater the trade 
patterns and the lower the trade restrictions. Finally, 
more centralized organisational stucture and procedures 
are required for standardised approaches.
Although several guidelines have been suggested to 
successfully achieve globalization, there cerainly exists 
certain barriers that are difficult to overcome. Culture 
is one of the most critical barrier and thus shall be 
examined in more detail in the following section.
1.2. CULTURE AND MARKETING 
1.2.1. The Study of Culture
Although as human beings we all have certain needs 
or values that are crucial for survival, the means in 
which we satisfy them differ across cultures. For 
example, a basic inborn drive is hunger. What is 
fascinating is that we learn to eat certain things but 
never to touch others. In Turkey, we learn not to eat 
pork. Even if the most popular ham sold through-out
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Europe is sold in the Turkish markets, it could only have 
the few non-religous as its customers. If we are hungry, 
we turn to other types of food to satisfy our hunger. 
Different cultures of the world prefer different types of 
food, varying in taste. There are hundreds of different 
cuisines in the world. Although every human being has a 
tongue, and everyone uses it to communicate, not everyone 
uses the same language in doing so.
Culture is defined as the composition of the 
learned programs for action and understanding that is 
socially transmitted from one generation to the next 
(Linton, 1936). In the environment, the factors 
influencing our learning process are the complex messages 
and signals, rights and duties, roles, tastes, habits, 
regulations, language as well as institutions within our 
society (D’Andrade,1981). Thus, culture is also a part of 
cognitive development as it primarily deals with shared 
information upon which cognitive processes operate. 
Certain forms of behavior are learned by a process of 
repeated social transmission (D’Andrade, 1981) By this 
process the human brain is protected from overload
preventing it from making an effort to learn.
The assimilation of the cultural traits by the 
members is not always a concious and directed process. 
For example, children do not always learn how to behave 
by the use of strict guidelines but there are some types 
of information available to lead them on. In other words.
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there are indirect guidelines such as observation of 
adults or finding out that certain behaviors are not 
treated with sympathy but may result in punishment of some 
sort. Thus, a child mostly learns the cultural traits by 
imitating the adult models and by the reinforcements 
given for appropriate behavior.
Before the role of mores, norms and values in 
culture are discussed, a brief review may be helpful in 
clarifying our understanding of these concepts. Mores 
have the most powerful social influence among the three. 
Everyone is expected to conform to mores which are 
unwritten rules that the society expects the individual to 
obey. Their power derives either from the fear of 
punishment by law or fear of punishment by social 
pressure that would ensue breaking the society’s ’'taboos” .
A frequently given example of a taboo is eating human 
flesh known as cannibalism (Robertson, 1981). Norms, on 
the other hand, are only guidelines to appropriate 
behavior in a particular situation. Hence, in marketing a 
global product, the firm can find ways around the norms 
around a particular society if appropriate strategies are 
taken but can do nothing to modify or change mores.
Societies generally feel self-righteous about their 
particular ways of thinking and behaving while being 
scornful or critical of the norms of others. In a sense, 
there is an aspect of inevitability about societies’ 
respect for their values. Values do not provide clear
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guidelines as norms do; they are more general concepts. 
Social values eventually create norms. Like norms, 
values are also regarded by the society that holds them as 
the only proper and acceptable way of thinking and 
behaving about particular situations. Unconditioned 
respect for o n e ’s own values is generally equated with 
ethnocentrism. Ethnocentrism is defined as the evaluation 
of the traits of another culture by the standards of the 
own culture (Roberston, 1981) Anthropologist Linton 
(1966, pp.6 6 ) observed:
It has been said that the last thing which a 
dweller in the deep sea would discover would 
be water. He would become conscious of its 
existence only if some accident brought him to 
the surface and introduced him to air. The 
ability to see the culture of one’s own 
society as a whole ... calls for a degree of 
objectivity which is rarely if ever achieved.
For an example of ethnocentrism, one can cite the 
case of how make-up and jewelry used by women in two 
different cultures can be viewed in two opposing ways: 
favorably for one’s own but unfavorably for the other 
society. For example, the European women place metals 
through their ears and wear cosmetics on their faces 
because they enhance their beauty; in contrast, the 
Europeans think that the African women, who stick bones 
through their noses and cut scars on their faces but due 
to their ignorance, they do not realize how ugly they 
become (Robertson, 1982).
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I.· 2 . 2  . Culture * s Affect on Consumer Behavior
How does culture relate to consumer behavior? People 
living in different cultures tend to live their lives 
under the dominant influence of the values, norms and 
mores of the society. Altogether, they usually add-up to 
a life-style. Thus, culture affects people’s and 
individuals’ preferences and tastes. Accordingly, 
different societies may enjoy different products.
Consumers in varying cultures enjoy different 
drinks at meals although they may have to choose from the 
same variety of drinks. People wear different styles of 
clothing and prefer different types of entertainement, 
The preference of colors in funerals and weddings may be 
totally opposing in two cultures. If a firm producing 
black wedding gowns in its home country attempts to go 
global, it would undoubtfully prove to be an unsuccessful 
strategy. One culture may find it proper to drive on the 
right-hand side of the road while another culture may 
prefer to drive on the left-hand side. Thus, a successful 
British car company producing cars with the steering 
wheels on the right-hand side of the cars should think 
twice if he believes that standardizing his product would 
increase his profits. Fasting may be perceived to be 
superficial and silly in one society and a crucial 
necessity of life in another. A society may hold a 
totally different idea, or belief about what is
appropriate behavior in a given situation or circumstance.
19
For example, the norms of the Menawei of Indonesia require 
women to become pregnant before they can be considered 
eligible for marriage; the norms of the Keraki of New 
Guinea require premarital homosexuality in every male 
(Robertson, 1982). In contrast, Turkish norms forbid 
premarital sex. These are very sensitive cultural 
differences in which an unappropriate advertisement could 
be sufficient to insult the society and thus should be 
selected with care.
There are a wide array of examples that can be 
given in order to indicate how different societies behave 
and how unsimilar they perceive similar behaviors. One is 
an advertisement for Ego, a new deodarant brand that was 
being advertised in an African country. The television 
commercial showed a short, fumbling man failing to be 
sexually sucessful, in a harem full of women. After 
applying Ego, the women pulled him inside the tent and 
overpowered him. It was a very successful ad among the 
white, but a failure among the black consumers. The 
reason is that, in the African culture, deodorant does 
not have the same sexual connotations for blacks as it 
does for whites. In their culture, there is a strong 
belief that weak men are not respected. A man
overpowered by women would be accepting that he was a weak 
person and thus would not be respected! Thus, the cultural 
traits are somewhat unique since they are rooted in 
history, education, economics and legal systems of the
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relevant culture (Mesdag, 1987), and may lead to opposite 
reactions to identical stimuli. Another example of an 
unsuccessful attempt is made by General Foods in the 
1960s. Having made a success with its nondairy whipping 
cream, G.F. introduced the identical whipping cream to the 
Swedish Consumer. Swedish women take pride in their 
deserts and thus refused to use an artificial product 
(Runyon and Stewart, 1987). The American consumer thus 
peceived the convenience of the product to be a favorable 
differential advantage and very beneficial as opposed to 
the Swedish consumer who may have taken it as an insult.
In the above sections it has been demonstrated that 
it is rather dangerous to treat one particular country as 
a homogenized market, let alone the entire world. 
Accordingly, segmentation or adaptation strategies have 
been put forward in order to deal solely with consumers 
who have varying tastes, needs and preferences, that is, 
with the assumption of no individual has identical needs, 
desires, preferences, dreams, etc., with another 
i ndividua 1 .
1.2.3. Culture. Socio-economic and Demographic Factors
An important issue is whether everyone in a given 
society complies with its culture, that is, with its norms 
and values. The dominant culture has many sub-cultures 
that have their own distinctive values and norms. If the 
values and norms of a particular sub-culture are very
21
different from that of the dominant culture, conflict may 
arise. For example, a non-religous group may exist within 
Turkey who reject the religous norm that eating ham is 
sinful; thus may consume ham. In addition, major
normative differences are observed between different 
social classes, for example, on how to raise daughters 
and the extent to which girls may be liberated in the 
Western sense. Thus, consumers from different socio­
economic and education levels and hence different life­
styles may have varying consumption levels as well as 
perceptions towards products.
Regional marketing is argued to be a necessity in 
order to increase sales of national brands (Edmonson, 
1988; Carpenter, 1987; Moore, 1985). Firms learn to 
compete with local competitors in each region and
discovering new areas to compete by revealing facts of life 
about consumers, lifestyle surveys that uncover consumers 
desires, media monitors and sales records on each
individual market (Edmonson, 1988; Carpenter, 1987). The 
leading U.S. national brands are not market leaders in all 
regions of the U.S.: for example, while Kraft Miracle
Whip is the national best seller in mayonnaise it is only 
munber three in the North East competed out by Heilman’s 
who is the regional leader (Edmondson, 1988). Data 
collected by a subsidiary of Time Inc. reveals No.1 
markets for selected products. For example. Coffee sells 
most in Pittsburgh; Iced Tea in Philadelphia; Vitamins in
2 2
Denver; Toothbrushes in Seattle, and so forth ( Moore, 
1985). It would have been a fascinating study if the data 
had been collected to reveal the countries in which each 
product was found to be most popular! The study hints to 
the magnitude of assumptions one must take in order to go 
global.
On the other hand, one must be careful not to 
explain all differences in preferences and tastes by 
cultural differences. Socio-economic differences such as 
differences in per capita income among societies also 
influence tastes and choices. In other words, it is 
difficult to measure the extent to which cultural factors 
influence behavior independent of income. For example, it 
is said that only in the U.S. people are interested in 
newly innovated products with gadgety quality. Perhaps if 
electrical knives were offered for a low price in Turkey 
it would become very popular.
Another means of explaining the relevance of 
culture to consumer behavior is by the use of Maslow.’s 
Hierarchy of needs, which is a universal hypothesis 
(Keegon, 1974). In the hierarchy of needs, an 
individual first satisfies the physiological needs such as 
food, water and air. As soon as the lower needs are 
satisfied, s/he goes on to fulfill the next steps on the 
hierarchy, which are safety needs, belongingness needs, 
esteem needs and self-actualization needs respectively. 
Accordingly, it can be speculated that the greater the
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social and economical welfare of a country, the higher the 
level of needs mostly attained to; and the lower the 
welfare, the lower the needs that will be attained to. 
Thus, the consumer needs and desires may vary with respect 
to the different cultures of different social and
economical welfare conditions of a particular country, 
and thus, have noteworthy differences that might
constitute an important barrier to global marketing. 
There are certainly exeptions to this hypothesis in which 
the even the poorest countries feel the need to fulfill 
the upper needs on Maslow’s Hierarchy. For example, "kan 
davasi" is very frequently heard of in the poorest regions 
of Turkey. The poor Turkish families take revenge from 
one another because they believe or feel that their honor 
has been destroyed, or has become ‘‘filthy". It is heard 
that families can use all their means to take revenge and 
can easily sacrifice their own lives to regain the lost 
"honor" of their families.
From the above discussions, it may be seen that 
identical events, behaviors and products may evoke 
different ideas, thoughts, feelings, emotion and images in 
different societies and thus may be associated with 
different types of behavior. Semiotics is a field we 
shall go into because it will increase our understanding 
on the impact of signs on culture, of semiotics because it 
deals with the impact of signs on culture.
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1.2.4. Semiotics and Culture
Semiotics studies how signs, or symbols operate to 
make an impact in an environment. Its primary focus is on 
conveying meaning. It not only deals with how reality is 
constructed but also how it is represented. A symbol is 
anything that can denote or represent something else. It 
represents either tangible objects or non-tangible 
objects. Referential symbols bring to mind the tangible 
objects; whereas connotative symbols introduce expressive 
signs (Wilkie, 1986).
A semiotic model puts forth three categories of how 
products are perceived: Utilitarian, commercial and as 
socio-cultural signs (Noth, 1988). Symbols come about 
not directly from the product itself but from what the 
producer says about the product or after the consumer 
becomes somewhat familiar with the product.
Products in general are perceived to perform 
certain functions. In reality they evoke or represent, in 
an implicit or unverbal way,certain ideas, thoughts, 
actions, feeling, emotions and images. In other words, 
they create associations and images in our minds with the 
reality we are familiar with. Barthes (in Noth, 1988) 
explains the process of semantization of objects as 
eventually becoming "pervaded with meaning". He says that 
"as soon as there is a society, every usage is converted 
into a sign of itself". In short, there is a one to one
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correspondence between the perceptions of the products and 
the culture the individual lives in.
A consumer generally relates a particular product 
to the culture he belongs to. In many cases, the consumer 
may feel a certain product reflects, or relates to his 
norms and values and thus may prefer to consume it as 
opposed to a product which he feels is useless, silly or 
unappropriate. Thus the consumer makes an associaton with 
the products and his culture. Some items have 
sociological signs, implying that the particular product 
leads us to refer to a particular sociological group. We 
can apply the same argument to cultural signs. Frequently 
used examples are those of food, beverages, cars and 
fashion products. Turkish coffee may stand for 
relaxation, comfort, completion of a meal, whereas instant 
coffee may stand for convenience, practical 1ity and 
studying (caffein). Certain foods may refer to certain 
life-styles and cultural tastes. For example, pizza, 
hamburgers and Sodas may refer to the American way of 
life. Among the most successful products that have gone 
global is instant coffee, hamburgers, and Cola’s. These 
successful products are marketing in Turkey as well. What 
are they competing against? They are competiting with 
their local counterparts, thus with Turkish tastes and 
habits that reflect consumer behavior. Doner, Pide, Sis 
Kebap, Ayran, Turkish Coffee and local tea reflect the 
Turkish way of life.
26
As a conclusion, it seems that the global 
marketing concept needs to be considered in the context of 
cultural differences. Treating each culture without 
taking into consideration cultural traits that lead to 
certain perceptions, beliefs, images and thus different 
consumption patterns may yield many difficulties and 
failures for the global products. Furthermore, treating a 
particular culture or a group with certain socioeconomic, 
demographic or life-style characteristics as one piece of 
a pie would be very unrealistic because these certain 
characteristics are relevant not only between cultures but 
within cultures as well. Thus, a very successful! brand 
in its home country, such as Nescafe and Coca-Cola, may be 
very successful within only certain groups within Turkey.
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II. PRESENT RESEARCH
11.1. The Purpose And The Hvpothesis Of The Study
The study is based on the premise that the 
marketing mix can not be standardized without taking into 
consideration factors such as the characteristics of the 
product itself, how it relates to the variety of cultures 
existing and to the degree of cultural sensitivity.
Food and drink are accepted to be among the most 
culturally sensitive products and thus "global” firms 
should adopt their mixes in line with the national tastes, 
preferences and needs. Foreign food products are tested 
with their local counterparts ( Hamburgers and Doner; 
Cola’s and Ayran; Turkish Coffee and Instant Coffee; and. 
Tea-bags and Local Turkish tea). In Turkey, Nescafe is a 
word that means "instant coffee", that is, the brand has 
become the generic name for the product category. The 
products in the same use categories and the same price- 
ranges shall be tested. Food taste is a vital, 
universally accepted habit of all societies. We are all 
aware of national categories of cuisines differentiated 
along cultural lines.
Taste is reasoned to be dependent on intra-country 
differentials of demographic and cultural variables. 
Tastes in Turkey differ according to many variables such 
as education and income; to demographic status such as sex
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and age; to the region of origin; and finally to the 
extent of exposure to mass media, hence to global 
marketing strategies.
The purpose of this survey is to explore the 
possible answers to the following questions: 1) Are
global marketing strategies useful in selling products 
that have local competitors that benefit from the cultural 
acceptance of their products through generations? 2) Do 
the differences in cultural traits of different cultures 
complicate, even prevent the development of global 
marketing strategies? Specifically, how global food and 
drink products marketing in Turkey are affected from 
cultural traits such as preferences and tastes. 3) How 
national differences as well as local differences 
influence consumer behavior. Specifically, how
demographic, Socio-Economic-Status and life-style 
differences within a society lead to different perceptions 
and consumption patterns of food and drink products.
The following hypothesis are posited:
In order to posite the following hypothesis An 
assumption has been made that firms attempting to 
globalize food products are faced with competition from 
local products in regard to national tastes, preferences 
and habits.
1) Local counterparts selected a priori are perceived to 
be substitutes of the foreign products selected. Although 
they are perceived to be substitutes, the foreign and
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local counterparts perform different functions and are 
consumed at different times, occassions, places and 
frequenci e s .
2) The foreign products result in competition with its 
local counterpart because they are perceived to be 
substitutes, thus both the foreign and local products must 
market accordingly.
3) Within a culture different occupational groups, one 
of the indicators of social status, leads to different 
perceptions and use frequencies of the products.
4) Within a culture, different perceptions and usage
frequencies exist between the age groups, thus
generational differences are expected.
II.2. Research Design and Methodology 
II.2.1 . Sample
The total sample consisted of 120 respondents at 
Bilkent University in Ankara. Although a University 
population may not be representative of the Turkish 
population, a convenience sample of four different groups 
(students, academic faculty, the administrative staff and 
the support staff) were taken within the University. The 
four groups within the total sample were selected to cover 
variation in sub-cultures, income levels which in effect 
relate to social status and life-styles. In each group, 
thirty questionnaires were adminisrated. The groups were
broken down by the age and the sex of the participant in
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order to give an insight to the effect of these variables 
on perceptions and usage frequencies of the product tested, 
The first group consisted of students, a A0% 
(n=12) female and 60% (n=i8) male. 97% (n=29) of the 
students are in the 16-24 age bracket (see Table 1). 
They may represent the new "generation" of the middle, 
upper-middle class Turkish youth. A majority of them 
come from a relatively wealthy backgrounds. The second 
group is the academic faculty, 53%(n=16) consisted of 
women and 47%(n=14) of men. 60% (n=18) are in the 25-35 
age bracket, followed by 24% (n=7) in 36-45 age bracket,
13% (n=4) over the age 45 and 3% (n=1) between 16-24(see
Table 1). They are well educated and have high command 
of the English language. They are the only group who have 
either received a degree abroad or at least visited a 
foreign country, the foreign country being the US for a 
majority. Most are in their early thirties and have 
comfortable salaries. The third group is the 
administrative staff consisting of 50%(n=15) men and 50% 
(n=15) women. The 16-24 age bracket compose 50% (n=15) of 
the administrative staff, followed by 33% (n=10) 25-35 age 
groups, 10% (n=3) over 45 and 7% (n=2) 36-45 age group(see 
Table 1). They are also educated, although at a lower 
degree than the faculty. The salaries they receive are 
below that of the faculty, but above that of the support 
staff. Finally, the last group considered is the support 
staff in which 40%(n=12) are women and 60%(n=18) are men.
31
57% (n=17) consist of ages between 25-35, 23% (n=7) of
ages 16-24, 13% (n=4) and finally 7% (n=2) of ages over
45(see Table 1). They represent a lower income group, with 
elementary school education. This group has totally 
different cultural values and a different life-style than 
the other groups.
II.2.2. Material
A questionnaire (See Appendix A) has been 
designed to assess the variation in consumption patterns 
and perception of eight products tested pertaining to the 
different levels of sex, age and occupation.
The questionnarie was designed in a fashion that 
would not offend the respondents in any respect. Food is 
a product category that is consumed no matter what the 
educational, cultural or income level of the respondent 
and thus relates to everyone that has filled out the 
questionnaire. Thus, the respondent is capable to answer 
the questions accurately without facing any difficulties 
in comprehending what is being asked about products for 
which they are well informed. The local food products 
selected are Doner, Ayran, Turkish Coffee and Demli-tea. 
The foreign counterparts selected, repectively are 
Hamburgers, Coca-Cola, Nescafe and Tea-Bags. Hence, they 
are products already a success in their home markets. 
Nescafe is a word representing instant coffee in Turkey 
and is used likewise. No word exists for soda in Turkish, 
thus the most popular soda in Turkey is tested.
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The first three questions in the questionnaire have 
been asked in relation to the independent variables of 
age, sex and occupation. Questions four through eight 
were asked to assess the dependent variable. The fourth 
question was posed so as to measure the frequency of use 
of the eight food products in question. A scale of six 
frequencies were provided ranging from consuming the 
product everyday to never consuming it at all. The
fifth question was posed in order to measure the frequency 
of use of each product by the respondents’ parents. 
This question is intended to be a proxy measure whether 
there is a generation gap by means of comparing the 
ratings of parents and children on the consumption of
these products. The respondents were told that health 
considerations should be brought down to a minimum level 
in order to prevent responses such as fatty foods are not 
for elder people. It has been observed that some of the 
respondents are not conscious of the exact rate of 
consumption by their parents’ and thus predictions to some 
extent prevail. Some of the respondents’ parents’ no 
longer live and thus have left this question unanswered.
The sixth question is asked in order to get an 
idea of perceptions towards each of the products. It is 
designed in an open-ended format in order to enable the 
respondent to give their own answers without being 
influenced or limited to a pre-determined set of multiple 
choice answers. The responses are expected to give the
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researcher an insight of how each sample perceives the 
products.
The seventh question was also formated in an open- 
ended fashion in order to yield the reasons underlying the 
preferences for or rejections of the particular products.
It is crucial that the respondent comes up with his own 
attributes, drawbacks etc. without being influenced so 
that the researcher can more objectively understand the 
actual reasons behind its being favored to or by other 
products.
Question number eight, the final question, was 
asked in order measure whether the foreign products of 
similar usage value are perceived to be substitutes to 
their local counterparts. A pilot study has been 
conducted after which question number eight was designed 
in a multiple choice fashion. In the pilot survey, the 
question was designed in an open-ended fashion in which 
some of the respondents were unable to clearly understand 
what was being asked. Thus, by providing a list of 
products to choose from, as well as an "other” option, 
the experimenter could get the intended results in order 
to serve the purpose of the survey 
II. 2.3. Procedure
The questionnaires were handed out individually to 
each respondent. Each participant was screened according 
to their status in the University and the surveys were 
given out to add up to exactly 30 per group. Each
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respondent was approached individually and his cooperation 
was securred. The following day the surveys were 
recollected by the researcher. Response rate was 100% for 
all the groups except for the support staff whose response 
rate was 70%.
I I .?.4. Results
The data were analyzed with SPSS (Statistical 
Package for Social Sciences) first in terms of the
overall consumption frequencies of each of the eight
products (See Row Totals of Table 2), followed by the 
usage frequencies of parents as perceived by the
participants (See Table 3). Usage frequencies were then 
analyzed with regard to different levels of socio-economic 
status in which a comparison was made by grouping
occupation groups in two (See Table 4): The academic 
faculty and students were collapsed to represent the 
upper-middle class; and, the administrative staff and the 
support staff represent the lower-middle class. Usage 
frequencies were also analyzed with regard to age (See 
Table 5). Finally, an analyses of usage frequencies 
between two different age groups were made in order to 
measure the generational differences (See Table 6). The 
four age groups were not taken in order to avoid double­
counting. A 45 year old participant in our survey may 
have been compared with the 35 year old parent of an 18 
year old student in order to show generational
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differences! Thus, we solely measured the 18-35 age 
groups as the proxy "younger" age group with the parents 
as the proxy "older" age group. The last set of results 
were analyzed in order to measure the perceptions towards 
the products within each of the four groups were analyzed 
(Figures 8 through 15).
1 1 .2.4.1 Overal1 Usage Freaencies
Self: Grouping the usage frequencies into infrequent
(never, seldom, once per month) and frequent (once per 
week, couple times per week, everyday) we observe the 
following results: Infrequent usage of tea-bags (80%);
as opposed to frequent use of demli-tea (95%), Ayran 
(77%), Coke (65%), Turkish Coffee (60%), Doner (55%) and 
Nescafe (53%) (See Table 2). A majority of the products 
have moderate use frequencies when considering the entire 
sample. The critical exceptions are those for tea-bags and 
demli-tea: Demli-tea is consumed by 85% of the sample
everyday as opposed to tea-bags which are never consumed 
by 43% See Table 2).
Parents: Results for parents are obtained from the
respondent’s observation of his/her parents behavior. 
Frequent use was observed mostly for Demli-tea (98%) 
followed by Turkish Coffee (82%) and Ayran (80%).
Infrequent use was indicated for hamburgers (96%), Tea- 
bags (90%), Coca-Cola (72%), Doner (70%) and Nescafe (60%) 
(See Table 3). Hence, over 60% of parents consume all
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four foreign products infrequently, contrary to over 80% 
who consume the local food products, except Doner, 
frequently.
II.2.4.2. Usage Frequencies between different levels of SES 
A significant difference in consumption patterns 
among the two groups is observed for hamburgers (Chi- 
Square=.57, p<.001), Coca-Cola (Chi-Square=12.15, p<.001), 
Nescafe (Chi-Sqaure=43.86, p<.001) and Tea-bags(Chi-
Sqare=18,64, p<.001) (see Table2). Hamburgers, Coca-Cola
and Nescafe are consumed frequently by a majority of the 
upper-middle class as opposed to infrequent use by a 
majority of the lower-middle class. Tea-bags show an 
infrequent use pattern by 94% for the lowei— middle class 
as opposed to only 60% by the upper-middle class. These 
findings indicate that the upper-middle class 
significantly consume the foreign products much more 
frequently than the lower-middle income class.
11.2.4.3. Usage Freouenies Between Pi fferent Age Groups
The younger age group, 16-24 years old, consume 
all of the products except Turkish Coffee much more 
frequently than the older age groups (See Table 5). Proxy 
generations were taken in order to analyze their different 
consumption patterns. The younger generation are the 16- 
25 age group consisting of a sample of 98 taken from the 
respondents; the older generation are the parents 
consisting of 119. Differences are significant for
37
hamburgers (Chi-Square=67.5, p<.001). Doner (Chi-
Square=57.25, p<.001), Coca-Cola (Chi-Square=47.1,
p<.001), Turkish coffee (Chi-Square, p<.001) and Tea-bags 
(Chi-Square=15.3, p<.001) (see Table 6).
Over 90% usage rates have been observed for Demli- 
tea by both age groups. Turkish coffee is consumed more 
frequently by the older generation (80%) compared to the 
younger generation who also consume it quite frequently. 
Hamburgers, Coca-Cola and Tea-bags are consumed frequently 
at higher percentages by the younger age group.
Infrequent use has been indicated by the older generation 
by 97% for hamburgers; 70% for doner; 72% for Coca-Cola; 
60% for Nescafe and 90% for Tea-bags as opposed to 60% of 
the younger generation who consume doner frequently; 75% 
who consume Coca-cola frequently and 55% who consume 
Nescafe frequently. Hence, the older generation is less 
favorable against the "global” products as opposed to the 
younger generation. Consumption of Demli-tea and Turkish 
Coffee is very frequent for the older generation although 
they are dangerous for the health for older people.
II.2.4.4. Perceived Substitutes
The perceived substitutes are measured from the 
eighth question of the survey. Four foreign products with 
four local counterparts are considered to be possible 
substitutes in the study. Thus, the perceived
substitutes are being measured in order to understand
whether these product pairs are seen to be substitutes by
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the respondents. Results with regard to hamburgers and 
Doner; Coca-Cola and Ayran; Nescafe and Turkish-Coffee; 
and, Tea-bags and Demli-tea are not consistent with each 
other (See Table 7): The former products are perceived to
be substitutes for the latter, but not vice-versa. The 
pattern is as follows: Demli-tea is seen to be a
substitute for tea-bags by 80% of the respondents as 
opposed to 5% who perceive Tea-bags to be a substitute of 
Demli-tea; Turkish Coffee is perceived to be a substitute 
for Nescafe by 60%; Doner for Hamburgers by 38%.
Percentages the other way around for each of the pairs 
range between 2-15%. Grilled Meat is matched with Doner; 
Plain Yogurt with Ayran; Tea with Turkish Coffee and 
Demli-tea is seen to have no substitute.
II.2.4.5. Perceptions Towards the Products Within the Groups 
Interpretations of the perceptions of the groups 
are based on Figures 8 through 15, for professional as 
well as sex differences that shall be analyzed shortly. 
These figures are obtained from question number 4 whose 
findings are demonstrated in Appendix B.
Professional Differences:
The Support Staff: They have a negative perception
towards the hamburger, tea-bags and nescafe. The most 
frequently written attributes in relation to these 
particular products were as follows: artificial, useless, 
unneccessary and tasteless. The word artificial has been 
emphasized by the use of different phrases such as: "Why
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tea-bags when I can have regular tea” ; "it can never take 
the place of regular tea; or "Nescafe can never give me 
the same pleasure as Turkish coffee", etc. The fact that 
they are relatively expensive also influence their usage 
frequencies yielding quite low consumption habits.
Doner, Ayran, Turkish-Coffee and Demli-tea hardly have 
any negative attributes except that Doner is found to be 
expensive. Remarks such as "I can not think of life without 
tea (demli)" or "nothing can take the place of Ayran to 
cool down the heat" were made.
Students: Practical 1ity appears to be a basic perception
by a majority for hamburgers ( 75%) and Doner (60%). The 
taste attribute is a critical differential advantage of 
Doner over hamburgers. The filling attribute, positively 
described as being a satisfactory attribute, is also 
stressed for Doner as opposed to hamburgers which have 
negative attributes of tastelessness and junkiness.
Coca-cola is found to be a popular beverage due to its 
perception of being refreshing, social and cooling 
(avg.60%). Remarks such as "The real taste of life" or 
"goes with fun in the sun" were frequently observed from 
the students samples. Ayran, on the other hand, is not 
very popular. Its perception is quite dull, that of 
inducing a sleepy state. Nescafe’s consumption rate
is quite high primarily because it is evaluated as having 
a stimulating effect. It has a response rate of over
80% for both sexes. Practical 1ity is also a positive
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attribute, especially if one compares it to preparing 
Turkish-Coffee. An insignificant number of the students 
perceive nescafe to have negative attributes, thus nescafe 
is a more appropriate beverage than Turkish Coffee for 
students.
Tea-bags have been rated as being tasteless and 
artificial by approximately 70% of the students although a 
high majority of them find it to be practical. Demli-tea 
is not stressed as having any significant attribute except 
that 50% of the students associate demli-tea in enjoying 
environments in which chatting takes place.
Administrative Staff: Approximately 70% of the 
administrative staff perceive the most beneficial 
advantage of hamburgers to be that of practical 1ity, but 
they are the group that has the highest percentages in 
perceiving the hamburgers as being tasteless and junk 
across all groups. Doner, on the other hand, only has 
positive attributes, in which an average of 70% is 
attained both for taste and fillingness.
Ayran and Coca-Cola are also perceived positively in 
which health is the most sought for attribute for Ayran 
as opposed to taste being the most significant attribute 
for Coca-Cola followed by refreshingness.
Nescafe and Tea-bags appear to have no positive 
attribute according to the administrative staff. In fact, 
the most mentioned attributes are that of modernity, high 
price and being artificial respectively. Tea-bags have
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only two significant attributes: Artificial and practical. 
Turkish Coffee and Demli-Tea are observed to be very
popular. Over 50% perceive it to be relaxing, and 
an environment for chatting as well as being tasty, 
especially after meals. Phrases were more in line with 
Turkish Coffee being a necessity, a need after good meals. 
Although Demli Tea has no negative attributes, the 
percentage of responses are not very high towards any one 
attri bute.
Academic Faculty: As observed by the other three groups,
within this group, the Hamburger’s highest attribute is 
seen to be its practical 1ity but it is found to be 
tasteless and junk food. Doner is also perceived to be 
tasty, similar to the other groups, but the filling 
attribute is not stressed as being a favorable aspect. 
Cooling, as an attribute, has been rated in the highest 
percentage for Coca-Cola by the academicians. Unlike the 
other groups, Ayran is not perceived too highly except for 
it being a healthy beverage. For Nescafe, the stimulating 
effect is the most sought for attribute by both sexes 
followed by practical 1ity. The academicians are the group 
who most frequently replied that Turkish Coffee is tasty 
and complements meals, especially tasty meals. The male 
participants are also those who have replied in the 
highest percentage of the practical 1ity attribute. 
Academicians are also the group in which the highest 
results are obtained for Demli-Tea as being enjoyable and
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appropriate for chatting.
11.2,4,7, Sex Differences Within Each ProfessionaI Group 
A sex difference is found regarding the taste of 
hamburgers for students: Over one half of the female
perceive it as being tasty, as opposed to over half of the 
male respondents who find it tasteless and junky. With 
respect to Coca-Cola, health appears to be a constraint
only for the female students. On the other hand, health
is mentioned as a favorable aspect for Ayran by over 50% 
of the male students for Ayran. Besides, over 60% of the 
male students find Ayran to be tasty as opposed to 25% of 
the female. Female students find Turkish-Coffee to be 
tasty, relaxing and an environment for chatting. Turkish 
Coffee also creates an opportunity for telling each
others’ horoscopes. Thus, they drink it in friendly and 
relaxed environments as opposed to Nescafe which is
generally drunk while studying.
Hamburgers are perceived negatively by 70% of male 
administrative staff and 40% of the female. The highest 
positive perception obtained for Doner is by the male 
administrative staff in which over 90% replied that the 
filling quality of Doner is a favorable attribute. Ayran 
is also perceived favorably by this group for which health 
is the major attribute sought for by 90% of the men and 
30% of the women and taste is the second one averaging a 
response rate of 70% for the male administative staff and 
30% of the women. Thus, taste and health appear to be
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more critical for the male admininstrative staff and they 
mostly find these in the traditional Turkish meals.
No major differences exist for the support staff 
and the academic faculty except that healthy is perceived 
to have health as an attribute by over 70% of the male 
academicians while only 30% of the females stressed it.
11.3. Piscussion and Conclusion
The findings of our survey indicate that the 
local food products tested are perceived as instruments 
for enjoyment, relaxation; and suitable in an environment 
for chatting. They benefit from tradition and thus have 
formed a habit for a majority. For example, Turkish 
Coffee is found to be appropriate after delicious meals, 
and Turkish tea drunk at breakfast and at gatherings in 
the afternoon. Hence, a need for advertisement for the
local products are not felt as intensely as by the foreign 
products to increase sales. Thus, the first assumption 
is verified in that the local products are preferred 
with regard to taste, preferences and habits which in 
effect reflect the life-styles of different cultures. 
Competition would be quite vigorous for the foreign 
counterparts of the local products tested if they attempt 
to compete emphasizing the attributes sought for by the 
local products, especially for product used by habit. 
Although Levitt (1983), insists that cultural preferences, 
national tastes and standards are vestiges of the past and
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that cultural factors are superficial, the findings do 
not support this argument, but support cultural 
preferences as being strongly felt and practised. Kaynak 
(1987) also argues that by the use of communication 
techniques due to increased technology, cultural barriers 
are overcome. This argument can not be valid for all the 
nations. There are many countries that are hardly self- 
sufficient for food, let alone high-technology capability. 
One wonders how many of the support staff or even the 
administrative staff can benefit from L-SAT high power TV 
in Turkey. Thus Maslow’s conceptualization on the 
hierarchy of needs is consistent in that nations first try 
to fulfill the primary needs on the hierarchy and then go 
on to fulfill the upper layers. In addition, the 
advocates for global marketing argue that producing high 
quality goods at low prices is a critical benefit of 
global marketing. This argument does not seem to be
appropriate for the food products. How can tea-bags ever 
compete with an extremely inexpensive Turkish tea with 
regard to price? Or Nescafe with Turkish coffee with 
regard to quality? Global marketing strategies have been 
successfully applied to only certain types of products 
(Keegon et. a l ., 1987; Agnew,1986), amongst them
Hamburgers and Coca-Cola. Our study verifies this 
argument regardless of the social status considered for 
Coca-Cola but not for hamburgers. Hmburgers are only 
perceived favorable by the academic faculty and students
45
indicating a preference depending on social status. 
Hence, Coca-Cola is the only true "global" product as 
verified from the results.
As Locke (1986) pointed out, culturally determined 
attitudinal conflicts such as the socio-cultural patterns, 
biases and customs are the barriers to global marketing. 
The participants generally prefer Turkish Coffee over 
Nescafe because it tastes better, is relaxing, soothing 
and digestive. In reality, these are misconceptions 
because Turkish coffee contains more caffein than Nescafe 
and thus would make a person more tense, uptight and would 
have a more intense stimulating effect. Explaining this 
fact to the Turkish people would not be a very successful! 
attempt.
The difference in consumption preferences seem to 
be due to the different social backrounds, economic levels 
and life-styles leading to different perceptions of the 
products. Even for those groups who consume the foreign 
products, the attributes they sought for differ from those 
that are sought in the product’s country of origin. 
Besides, the sought for attributes are different across 
individuals in the same country. The findings are thus 
consistent with our first hypothesis that the foreign 
products competing with local counterparts may be 
perceived to have totally different attributes as 
perceived in the home country. For example, in the U.S. 
advertisements for Nescafe, the taste attribute is
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stressed. The commercials are often portrayed in the home 
in a relaxed environment. For the Turkish people, these 
attributes are more appropriate for Turkish coffee whereas 
for Nescafe the most sought for attribute is its
stimulating effect. Practical 1ity is another major 
attribute seen to be crucial for both tea-bags and 
Nescafe. These attributes fit with the dynamic life­
styles of students, white collars and proffessionals. 
Hence, marketing strategies indicating stimulating 
effects and practical 1ity of these products may be more 
effective in Turkey.
Results obtained with respect to usage frequencies 
indicate that the foreign products are more favorably 
accepted by the upper-middle class (academicians and 
students) and by the younger generation. The most 
unfavorabe perceptions and infrequent use patterns have 
been obtained for tea-bags which is probably a result of 
the fact that it is competing with traditional Turkish tea 
people are very fond of. Hence, the lower-income families 
and the younger generation are more loyal to tradition in 
general. They prefer Ayran, Doner, Turkish-Coffee and 
Demli-tea to their Turkish counterparts, thus these 
products seem to have an irreplacable place in culture 
with varying degrees.
The hypothesis on substitutes partially holds true 
because the local products are perceived to be substitutes 
for their foreign counterparts, on the other hand, a
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majority of the respondents do not believe the local 
products have significant substitutes, and in most cases 
these products are said to be irreplacable. Hence, the 
foreign products have to compete with their local 
counterparts but the local products are not faced with 
similar competition. This implies that in marketing the 
foreign products, the foreign firm must take into
consideration factors such as the local competitors’ 
position in the market, the segments it serves and major 
attributes sought for and must then market accordingly.
The sub-global strategy which favors the firm 
varying the executions of the product having basic global 
apeals would prove to be most appropriate for food 
products competing with local tastes, preferences and 
habits. Researching or trying to discover the needs of
each particular country is crucial before attemting to 
launch a successful! home product worldwide. In effect, 
globalization is not a very successful! approach with a 
constraint like culture affecting the buying behavior of 
consumers.
Limitations exist for the study with respect to the 
scope, the content and with certain groups selected within 
the University. The age distribution in Bilkent 
University is not evenly distributed with a majority being 
between the ages of 18 and 35. A more disperse age 
distribution would have yielded more desirable results. 
Turkey is not representative for all developing countries.
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nor is it sufficient to argue that cultural difference 
would exist irrespective of the country considered. Thus, 
future studies would be helpull in enlarging the scope of 
the study by including a large variety of countries. 
Other studies could also include a much larger quantity of 
food and drink products in order to avoid external 
validity and to be convinced that these products are 
actually as culturally sensitive as argued to be in the 
study. Conducting a survey which includes products from a 
variety of industries should also be considered for future 
research.
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We would appreciate your cooperation in answering the 
following questions. They are designed to understand 
whether cultural differences evist among countries 
concerning product usage, product preference and the 
at"t.ributes given to them. You may feel some of the 
questions to be very personal, but we assure you that all 
your answers will be confidential. You can trust our word 
by noticing that no identifying information is being asked 
and that your questionnaire will be placed among many 
others in a closed envelope. Besides, your individual 
an.swers do not interest us because we must evaluate the 
results as a group. Thus, we request you to be honest and 
sencere in your answers.
Thank you for your time and effort. You have been of 
great help in conducting the research.
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1) Position held at Bil kent
a) Academic staff
b) Administrative staff
c) Student
d) Support Staff
2) If you are a student, are
a) Yes
b) No
3) Sex
a) Female
b) Male
4) Age
a) 16-24
b) 25-35
c) 36-45
d) 45 and over
5) How often do you consume
below? Choose among the use frequencies given below that 
are most appropriate for you.
A couple Once
Everyday times per per
week week
Once Very 
per seldom Never 
month
HAMBURGER
DONER
COCA-COLA
AYRAN
TURKISH COFFEE
NESCAFE
TEA-BAGS
DEMLI-TEA i
_______ 1
6) How often do your parents consume each of the products
listed below? Choose among the frequencies that, according 
to you are the most appropriate.
A couple 
Everyday times per 
week
Once Once 
per per 
week month
Very
seldom Never
HAMBURGER
DONER
COCA-COLA
AYRAN
TURKISH COFFEE
NESCAFE
TEA-BAGS
DEMLI-TEA
7) Write 4-5 special features, ideas or adjectives that come to 
your mind as being relevant to each of the products below, 
please answer carefully.
Example;
HAMBURGER
DONER
COCA-COLA
AYRAN
TURKISH COFFEE 
NESCAFE 
TEA-BAGS 
DEMLI-TEA
Pizza - tasty, practical, different, modern, 
filling, lunch-time.
5 5
8) Write down the reasons which may either lead you to prefer 
or not to prefer the food and beverages listed below. 
Please answer carefully.
HAMBURGER
Reasons For 
Preferi ng
Reasons For 
Not Prefering
DONER
COCA-COLA
AYRAN
TURKISH COFFEE
NESCAFE
TEA-BAGS
DEMLI-TEA
9) In your opinion, which among the five choices given could
apporopriatly be considered as a substitute for the
particular products in question? Would you prefer the
particular product in question or its probable substitute?
CHOICE BETWEEN THE
Example TWO SUBSTITUTES
PIZZA (a) Pi de
b) Borek I prefer pizza to
c) Puhaca pide because its
d) Hamburger cleaner.
HAMBURGER a) Hotdog sandwich
b) Toast
c) Doner
d) Bread & Kofte
e) Other
5 6
DONER a) Meat on the gri11
b) Hamburger
c) Ride
d) Adana Kofte
e) Other
COCA-COLA a) Ayran
b) Fruit Juice
c) Water
d) Fanta
e) Other
AYRAN a) Milk
b) Fruit Juice
c) Coca-Cola
d) Plain Yogurt
e) Other
TURKISH COFFEE a) Nescafe
b) Cocao
c) Tea
d) Cola
e) Other
NESCAFE a) Turkish Coffee
b) Cocao
c) Tea
d) Cola
e) Other
TEA-BAGS a) Demii Tea
b) Ice Tea
c) Nescafe
d) Turkish Coffee
e) Other
DEMLI-TEA a) Tea-bags
b) Ice tea
c) Nescafe
d) Turkish Coffee
e) Other
We thank you for your help in conducting our survey,
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Source: Erdener Kaynak, "Global Marketing: Theory and Practice",
Journal of Global Marketing, Vol, 1(1/2), Fall-Winter, 1987, p.l9.
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FIGURE 2
MULTINATIONAL, SUB-GLOBAL AND GLOBAL MARKETING STRATEGIES
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Source! Erdener Kaynek, "Global Marketing: Theory and
Practice", Journal of Global Marketing, Vol 1 (1/2) 
Fall-Winer, 1987, p.21.
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FIGURE 3
RELATIVE ADVANTAGES OF STANDAPDIZATJON AND DIFFERENTIATION
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FIGURE 4
- INOIVIOUAL CAHPAINGS
- SAME STRATEGY
- SAKE THEME
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Source: Chris Halliburton and Reinhard Hunerberg
'The Globalization Dispute in Marketing", European Management 
Journal, Vol.5, No4, 1987.
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FIGURE 5
percentage of goods with very substantial product standardization - 1973 TO 1988
REALIZED anticipated
1973 1983 I *1978 *1988
Consumer Nondurables 35* A2X ! 33* <2*
Consumer Durables 33* 38* 1 83* 38*
Industrial Goods 50* 33* 1 
1
69* 33*
Refers to anticipation in 1973 
and 1983 for five years ahead
Source: J.J. Boddewyn, Robin Soehl, and Jacques Picard
'Standardization in International Marketing: Is Ted Levitt In Fact Right?:, 
Business Horizans, November-Deceiaher, 1986,
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FIÇIIPE 6
OBSTACLES TO STANDARDIZING THE MARKETING HI*
CONSUMER NONDURABLES CONSUMER DURABLES INDUSTRIAL GODDS
1. Differences in 
consumer tastes and 
habits (4.7)
Competition from 
EEC companies (4,7)
2. Recession/depression 
(4.4)
3. National government 
regulation (4.0)
1. Competition from 
EEC companies (5.7)
2. Competition from U.S. 
and other non-EEC 
companies (4.9)
3. Differences in 
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4. Differences in tech- 
nichal requirements (4,3)
5. Nationalistic 
feelings (4,1)
National government 
regulation (4.1) 
Different currencies 
(4.1)
6. Recession/depression 
(4.0)
1. Competition from 
EEC companies (5.7)
2. Recession/depression 
(5.1)
3. Nationalistic 
feelings (5.0)
4. Differences in tech­
nical requirements (4.8
5. National government 
regulation (4.4)
Competition from U.S. 
and other non-EEC 
companies (4.4)
Source: J.J. Boddewyn, Robin Soehl and Jacques Picard, ‘
’Standardisation in International Marlieting: Is Ted Levitt 
in Fact Right?’, Business Horizons, November-Oecember, 1986.
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FIGURE 7
NON-PRICE COMPETITIVE TOOLS USED BY U.S. FIRMS
CONSUMER NONDURABLES CONSUMER DURABLES INDUSTRIAL GOODS
1. Product quality (6.6)
2. Product
differentiation (5.0)
3. Distribution channels 
(5.3)
4. Advertising and sales 
promotion (5.0)
1. Product quality (6.8)
2. Product
differentiation (6.3)
3. Pre-sale and post­
sale services (5.9)
Advertising and sales 
promotion (5.9)
4. Distribution channels 
(4.9)
1. Product quality (6.3)
2. Pre-sale and post­
sale services (6.0)
3. Product
differentiation (5.6)
4. Distribution 
channels (5.2)
Source: J.J. Boddewyn, Robin Soehl and Jacques Picard, “Standardisation in International
Marketing; Is Ted Levitt in Fact Right? “Business Horizons, November-December, 1986, p.74.
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TABLE 1
DISTRIBUTION OF THE AGE GROUPS WITHIN THE OCCUPATIONAL GROUPS
AGES >> 16-24 25-35 36-45 over 45
! OCCUPATION 
11»
1 11 1 1 1 1 i
STUDENT
1
!! 29 11 1 11 0 1 0
I ACADEHIC FACULTY 
1 Ü 1
11 18 11 7 1 4
¡ADMINISTRATIVE STAFF 
1 1! 15
11 10 11 2 ! 3
SUPPORT STAFF !! T 11 17 11 4 ! 2
S3
TABLE 1
USAGE FREQUENCIES OF THE PRODUCTS «ITH RESPECT TO OCCUPATION
HAHSURGER TOTAL TURKISH-COFFEE TOTAL
0
1
2
3
4
5
TOTAL
DONER
0
1
2
3
4
5
TOTAL
COCA-COLA
7
5
9
0
30
4
12
4
2
2
4
7
14
1
12
13
4
30 30 30 30
A B c D
3
5
13
9
0
2
5
6
11
4
2
30 30 30
B c D
17
32
17
28
25
1
120
4
24
25 
36 
29
2
120
I I 1 I I I
I I 
I I I I
0
1
2
3
4
5
TOTAL
0 ! 2 4 0 4 10 '' 11 1 '
1 1 6 2 1 5 14 11 2 1 1 ^
2 1 1 6 1 8 16 1 1
3 : 1 4 1 6 12 ¡1 4
4 1 14 10 8 5 37 11 5
5 ! 6 4 19 2 31 1! TOTAL
TOTAL 30 30 30 30 120 1 1 1 1 1 1
AYRAN A B C 0
1 1 
1 1 
t 1 
1 1
1
1
1 1
0 ! 1 0 1 0 2 1 1 '
1 1 7 3 3 1 14 1 1 2 1 1 ^
2 1 2 4 5 1 12 1 1 0
3 1 8 6 3 3 20 ‘' 4
4 1 11 11 18 19 69 '' 51 1 ^
5 1 1 6 0 6 13 11 TOTAL
)TAL 30 30 30 30 120 1 11 1
1 1 “ “ “
11 2 2 6 4 1411 6 7 8 , 2 2311 1 2 3 7 1311 6 4 4 9 2311 9 7 5 6 2711 6 8 4 2 20
L 30 30 30 30
NESCAFE A B C 0
11 1 1 0 15 1711 1 13 3 11 2811 0 3 4 2 911 5 2 4 2 1311 6 9 7 0 2211 17 3 11 0 31
30 30 30 30 120
TEA-BAGS A 6 c 0
6 15 4 26 51
12 11 11 3 37
3 1 0 0 4
2 1 4 0 7
5 1 8 1 15
2 1 3 0 6
30 30 30 30 120
DEHLI-TEA A B C D
1 0 1 0 2
1 0 1 0 ■ 2
0 2 0 0 2
1 1 3 0 5
1 0 6 0 7
26 29 17 30 102
30 30 30 30 120
I I I I I I 
I ( I I
I I I I I I I I I I I I I I
I I 
I I I I I I I I
I I 
I I I I
I I
I I I I
I I I I I I
I I I I 
I i
* The rows illustrate the usage frequencies 
O^ Never 
1:Seldom
2=0nce per Month 
3:0nce per Week 
4:Couple Times per Week 
5:Everyday
The columns illustrate the occupations
A:Academicians
B:Administrative Staff
C:Students
DrSupport Staff
8^
TABLE 3
USAGE FREQUENCIES AS PERCEIVED BY RESPONDENTS FOR THEIR PARENTS
PRODUCT >> HAMBURGER 11 DONER 11 COCA-COLA 11 AYRAN 1V TOTAL
FREQUENCIES ! 
0 1 59
1
11
1 7
1
11
1 25
i
11
1 3
1
11
1 94
t 1 47 11 42 1J 35 11 1 11 132
2 1 9 1I 35 11 25 11 16 11 85
3 1 3 11 28 i1 17 11 22 \1 22
4 ! 1 11 7 11 14 11 52 11 74
5 1 0 1> 0 11 2 11 19 11 21
PRODUCT )> TURKISH-COFFEE 11 NESCAFE 11 TEA-BAGS 11 DEHLI-TEA 11
FREQUENCIES ! 
0 : 6
1
111 27
111
1 69
1111 1
1111 103
1 1 7 11 32 11 32 11 1 11 72
2 1 9 11 9 11 6 11 1 11 25
3 ! 15 11 22 11 2 11 0 11 39
4 1 42 I1 20 11 7 11 2 11 71
5 1 40 11 9 11 3 11 114 \1 166
8 5
TABLF 4
COH^ARISON OF USAGE FREQUENCIES BETWEEN SES
INFREQUENT
FREQUENT
LOKER-HIDDLE
HAMBURGER
! 45 
1 15
UPPER-MIDDLE
23 i 
37 !
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 i 
1 1
CHI-SQUARE:16.4 Ü  
1 1
1 1
PROBABILITY < .05 
/
0.001
1
1
DONER 111
1 1 
1 1 
1 1
1
1
1
INFREQUENT ! 24 20
1
J CHI-SQUARE:.57 Ü 0.5 !
FREQUENT I '36 40 1I 1 11 1 11
I COCA-COLA 
1
1
11
1 1 
1 1 
1 1
1
1
INFREQUENT ! 29 11
1
1
1 ■ CHI-SQARE=12,15 ¡'¡' 0.001 i
FREQUENT 1 31 49 11 1 1 1 1 11
AYRAN 111
1 1 
1 1 
1 1
1
1
■ 1
INFREQUENT ! 9 19
1
1
1 CHI-SQARE:4.6 Ü 0.025 i
FREQUENT ! 5 41 i1 1 11 1 1 11 1
1 TURKISH-COFFEE 111
1 1 
1 1 
1 1
1 1 
1 1 
1 1
INFREQUENT ! 22 26
1
1
1 CHI-SQARE:,555 Ü 0.5 1!
FREQUENT ! 38 34 11 1 11 1 1 11 1
! NESCAFE 111
1 1 
1 1 
1 i
1 ( 
1 1 
1 1
INFREQUENT i 46 9
11
1 CHI-SQARE:43.86 ¡1 0.001 ii
FREQUENT ! 14 51 11 1 1 1 1 1 1 1 1
! TEA-BAGS 11
1
1 1 
1 1 
1 1
1 1 
1 1 
1 1
INFREQUENT i 56 36
11
1
1 1
CHI-SQARE:18.64 ¡ 1 0.001 1!
FREQUENT ! 4 24 11 1 11 1 1 1 1 1
1 DEKLI-TEA 111
1 1 
1 1 
1 1
1 1 
1 1 
1 1
INFREQUENT i 2 6
11
1 CHI-SQARE=2.14 || 0,75 ii
FREQUENT 1 58 54 11 1 11 1 1 i 1 1
I I 
I I I I 
I t 
I I 
I I 
I I
I 1 
I I 
I I 
I I 
I I 
I I 
I I 
I I
I I I I 
I I 
1 I I I I I 
I I 
i I 
I I 
I I 
I I 
I I 
I I 
I I 
I I
I I 
I I 
I I 
t I 
I I I I 
I I 
t I 
I I 
I i 
I I
I I I I I I
LOH'ER-HIDDLE : ADMINISTRATIVE STAFF AND SUPPORT STAFF 
UPPER-KIDDLE = ACADEMICIANS AND STUDENTS
Q 6
TABLE 5
USAGE EREQUENCIE5 KITH RESPECT TO AGE
HAMBURGER TURKISH COFFEE
AGES
0
1
2
3
4
5
TOTAL
16-24 25-35 36-45 45)
6
5
7
16
17
1
52
10
15
4
10
7
0
45
1
7
3
2
0
0
13
TOTAL
17
32
17
28
25
1
120
AGES
0
1
2
3
4
5
16-24 25-35
TOTAL
16
6
9
7
6
52
6
5
5
10
11
9
46
36-45
/
0
1
2
2
7
1
13
45> TOTAL
14
23
13
23
27
20
120
DONER NESCAFE
0 0 3 0 1 4 11 0 4 10 1 2 17
1 11 7 3 3 24 11 1 14 10 4 0 28
2 9 9 6 1 25 11 2 5 2 1 1 9
3 18 16 1 1 36 '' 3 6 6 1 0 13
4 14 11 3 1 29 11 i 11 9 0 2 22
5 0 0 0 2 2 1! 5 12 9 6 4 31
TOTAL 52 46 13 9 120 11 TOTAL
1 I
52 46 13 9 120
COCA-COLA
1 1 
1 1 
1 1 
i 1
TEA-BAGS
0 2 5 1 2 10
1 1 
1 1 
1 1
'' 0 1 1 V 14 24 9 4 51
1 2 5 5 2 14 I 1 1 19 13 3 2 37
2 2 9 4 1 16 1 1 2 1 1 t 1 2 0 1 4
3 4 6 1 1 12 1 1 5 2 0 0 7
4 17 17 0 3 37 1 1 ^ 9 4 1 1 15
5 25 4 2 0 31 1 1 ^ 4 1 0 1 6
TOTAL 52 46 13 9 120 11 TOTAL 52 46 13 9 120
AYRAN
I I I I I I DEHLI-TEA
0 1 1 0 0 2
1 4 7 0 3 14
2 9 2 0 1 12
3 7 8 5 0 20
4 28 23 5 3 59
5 3 5 3 2 13
TOTAL 52 46 13 9 120
I I I I I I
TOTAL
1 0 0 1 2
1 1 0 0 2
2 0 0 0 2
5 0 0 0 5
6 0 0 1 7
37 45 13 7 102
52 46 13 9 120
The rows illustrate thege frequencies; 
O^ NevUSeldom; 2^ 0nce per Month;
3:Once per Kee4:Couple Times per Keek; 
5:Everyday
8 7
The columns illustrate the age groups
TABLE 6
COMPARISON OF USAGE FREQUENCIES BETWEEN GENERATIONS
INFREQUENT
FREQUENT
NEN GENERATION
HAMBURGER
1
1 51
OLD GENERATION 
1
115 1 
4 1
CHI-SQUARE=67.3
1 1
11 / PROBABILITY<.05 1 1
: 1 
1 1
I :
I I  0 . 0 0 1  
1 1
1 1 
1 1
1 1
INFREQUENT
FREQUENT
! DONER 
1 
1
39
59
1
1
84 i 
7 1
CHI-SQUARE:57,25
1 1 
I 1
I i
I I  0 . 0 0 1  
1 1
1 1
1 COCA-COLA 111
1 i 
1 1 
1 1
INFREQENT 25 86 1 CHI-SQUARE:47.1 11 0.001
REQUENT 73 33 ! 1 1 1 1
1 AYRAN 1I
1
1 1 
i 1 
1 1
INFREQUENT 24 26 1 CHI-SQUARE--6.5 11 0.025
FREQUENT 74 93 1 1 1 1 1
1 TURKISH COFFEE 11
1
1 1 
1 1 
1 1
INFREQUENT 46 22 1 CHI-SQUARE:20.2 11 0.001
FREQUENT 52 97 1 1 1 1 1
1 NESCAFE 11
1
1 i 
1 1 
i i
INFREQUENT 45 68 ! CHI-SQUARE:2.7 ii 0.75
FREQUENT 53 51 1 1 11 1
1 TEA-BAGS 1\
1
1 1 
1 1 
1 1
INFREQUENT 52 107 ! CHI-SQLIARE:15.3 11 0,001
FREQUENT 25 12 1 1 1 1 1
! DEMLI-TEA 
1
1
11
1 1 
; I 
1 1
INFREQUENT
1
1
1 5
1
3 1 CHI-SQUARE:1.1
I 1 
1 1 
: 1
FREQUENT !11 93 116 1 1 1 1 t
I I I I I I
I I I I I I I I I I
I I I I 
I I
I I 
I I 
I I I > 
I I 
I I 
I I 
I I 
I I 
I I 
I I
I I 
I I 
I I
I I 
I I I I I I I I
I I I I I I
I I 
I I
I I 
I I 
I I
I I 
I I I I 
I I I I
I I 
I I 
i I
I I 
I I 
I I
I I I I I I
NEW GENERATION : 16-35 AGE GROUP OF THE SAMPLE 
OLD GENERATION : PARENTS
TABLE 7
HAMBURGERS
DONER
COCA-COLA
AYRAN
TURKISH-COFFEE
NESCAFE
TEA-BAGS
OEHLl-TEA
HOTDOGS TOAST DONER KOFTE-EKMEK OTHER NO-SUBSTITUTE
1! 24 1 1 13 46 33 4 0 '' y 1 11 1 i 1
¡1 GRILLED
11 MEAT
1 1 HAMBURGER RIDE
ADANA
KOFTE OTHER
1 1 1 1 1 t 1 1
NO-SUBSTITUTE 11
i i 65 1 1 3 10 28 3
1 1
11 11
1 1 1 1 1 1 1 1
1! AYRAN 
1 1
FRUIT-JUICE MATER FANTA OTHER
1 1 1 1 1 1 1 1
NO-SUBSTITUTE İİ 
_ _ _ _ _ _ _  1 11 1
!l 30
M  _ _
39 10 30 1 10 li _ _ _ _ _ _ _ _  1 11 1 1 1
!! MILK 
1 1 FRUIT-JUICE COCA-COLA PLAIN YOGURT OTHER
1 1 1 1
NO-SUBSTITUTE Ü_ _ II1 1
11 31 1 1 27 10 40
1
1 1
11 " ' ' II_ _ _ _ _ _ _ _ _ _  1 11 1 1 1 1 1 1 1
11 NESCAFE 
1 1
COCOA TEA COCA-COLA OTHER
1 1 1 1 1 1 1 1
NO-SUBSTITUTE ÜII1 1
11 37 1 1
8 46 8 1
1 1
20 11 
_ _ _ _ _ _ _  1 11 1 1 1
11 TURKISH
11 COFFEE 1 1 COCOA TEA COCA-COLA
OTHER
1 1 1 1 1 1 1 1
NO-SUBSTITUTE Ü 
_ _ _ _ _  1 1
li 70 1 1
11 22 10 4
1 1 
1 1_ _ _ _  1 1
1 1 
1 1 
1 1 
1 1
11 DEHLI-TEA 
1 1
ICED-TEA NESCAFE
TURKISH
COFFEE OTHER
1 1 
1 1 
1 1 
1 1
NO-SUBSTITUTE İl
1 1
ii 96 1 1 4 7 8 5
1 1
0 11 
1 1
1 1 
1 1 
1 1 
1 1
i i TEA-BAGS
1 1
ICED-TEA NESCAFE
TURKISH
COFFEE OTHER
I 1 
1 1 
1 1 
1 1
NO-SUBSTITUTE 11
1 1
1 1
!1 10 
1 1
4 16 20 5
1 1
65 11
TABLE B
PERCEPTIONS OF THE ACADEH1C STAFF CLASSIFIED BY ASE AND BENDER
HAMBURGER DONER
1 1
1: NOMEN : MEN
1 1 1 1 
1 1 ( 1
1 1> 1
:: WOMEN HEN
1 1 i 1 
1 1 1 1
!! practical 8 practical 11 :: : .'tasty 5 filling 4 ‘ 'T 1 1
¡! tasteless,junk 5 ; awful/tasteless 5 :: 1Ipractical 4 ‘'tasty 4 ' 'T 1 1
¡1 unhealthy 3 : tasty/O.K. 1 1 ! ¡tilling 3 traditional/lunch 4
:: other 6 1 lunch-tiae 3 :! ! ¡other 3 practical 3 ' '  » 1
AGES: 24-35 1 1 1 1 ! stress/rush 3 :: 1 1 1 1 quality/healthy 3 ' '1 11 1 ! other  ^ 1 1 1 11 1 heavy 3 ' '1 1 1 t 
r 1 1 » 
I 1 t 1
11
11
11
1 1 1 1 
1 1 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 1 1 1
other  ^ 1 1 
1 1 1 1 
1 1 1 1
!! junk 1 ; practical 3 *' 1 1 ¡¡fatty 2 unhealthy
1 1
2 ' '
;; practical 1 1 bad quality 2 ' ' ¡¡tasty 1 filling 2 ' '
¡! other 2 ! hunger quencher 1 :: 1 1 1 1 practical 2 ' '
AGES: 36-45 1 1 1 1 1 aodern 1 :: 1 11 1 econoaical 2 Ü1 1 1 1 1 fun 1 :: 1 1 1 1 lunch-tiae 1 Ü1 1 1
> 1 1 1 
1 1 1 1
! cheap 
1 1 
1 1
1 :: 
1 1 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 I 1 1
tasty •1 1 1 
1 1 1 1 
1 1 1 1
1! tasteless,junk 2 : 1 1 1 1 ¡¡tasty 2 tasty
1 1
2 ''
AGES: 45 » 1! practical 1 : 1 1 1 1 ¡¡fatty 1 filling ·*■ I 111i: tasty 1 1 1 1 1 1 1 11 1 1 1 1 11
1 ! unhealthy 1 : 1 1 1 1 1 1 1 1 1 1 1 1
11
1
 1 1 
 1
COCA-COLA 1 1 1 1 
1 1
1 I 1 1 
1 1
AYfiAN
1 1 
1 1 1 1 
1 11
11
 1
;; NOHEN ; KEN
1 1 
1 1 1 1
1 1
¡ ¡ NOHEN HEN
1 1 
1 1 1 1
11! tasty/habit 3 ; thirst quencher 4 ¡¡tasty 3 healthy 7 1 1
11; cooling 4 ! coolii.^/relaxing 4 '' ¡¡healthy 6 brings sleep 4 ' 'T 1 1
11! unhealthy 2 : tasty 3 ''V 1 1 ¡ ¡other 6 tasty 4 ' '
11! practical 2 1 habit 2 !! 1 1 1 1 cheap 3 ' '  1 1
AGES: 2T-35 ! ! fatenning 2 \ digestive 2 :! 1 1 1 1 practical/habit 3 '' 1 1
1i
11
11
I other
11
11
11
2 \ unhealthy
11
11
11
 ^ 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 I
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1
11 practical 1 ! refreshing 3 :: ¡ ¡cooling I healthy/natural
111 cooling 1 ! coimercials/USA 2 ¡ ¡healthy 1 lunch-tiie 1 Ü
AGES: 36-45 ! 11 ! enjoyient 1 :: 1 1 1 1 with aeals 1 Ü
111 ; unavoidable 1 :: 1 1 1 1 tasty 1 Ü
11
11
11
1»
! haraful/unhealthy
11
1 :: 
1 1 1 1 
1 1
1 1 1 1 
1 1 1 1 
1 1
cool 1 '' •L 1 1
1 1 1 1 
1 1
1111 ! hariful
1 1
2 ''  ^ 1 i
1 1
¡ ¡healthy 2 healthy
1 1
 ^ 1 1
AGES: 45 »  111 11 1 11 1 ¡¡tasty 1 1 1 1 1
111 11 1 11 1 ¡ ¡other 2 1 1 1 1
SO
TABLE 8 ... continued
TURKISH-COFFEE NESCAFE
:: WOMEN ! HEN :: :: ndhen ¡ MEN 1 1 1 1
1! after ieals 6 ! tasty/unique 4 1! ! ,'stiaulating-study 5 ¡ expensive 6 ¡I
1; taste (special 5 1 after teals 3 II II practical 4 ¡ practical 6 ¡I
! pleasure/chatting 4 \ coipany/fortunes 3 II llunhealthy 3 ¡ tasteless/awfull 4 ¡I
:: other 5 tradition 3 11 1lother 2 ¡ arguing/thinking 3 ' ''Î 1 1
' fiBES: 24-35 1 1t 1 \ enjoytent 2 II II II II ¡ todern/artificial 1 11 1I 1 hard preparing 2 II II II II ¡ stitulating 2 ' '1 11 1 ! stiftulating 2 II II II II ¡ ofher “ 1 1
/
i 1 1 1 
1 1 1 1
! other 
1 1
4 II II II II 
II II II II
11
11
1 1 1 1 
1 1 1 1
!; chatting 1 ! stieulator 1 !! ! ¡practical 1 1 iodern/1980s
1 1
2 ' '
|‘ ¡! after ieals 1 : tasty 1 M : : tasty 1 1 an alternative 2 ' '
! strong 1 I traditional 1 ¡1 ¡¡stieulating 1 1 healthy ■1 1 1
ABES: 36-45 !! tasty 1 ! source of 2 II II II II 1 stiBulator 1 ¡I1 I 1 I conversations II II I 1 II 1 expensive 1 ¡I1 1 1 1 1 ideal relaxation 2 II IIII II 1 tasty 1 ' '  A 1 1
i ·
1 1 1 1 
1 1 1 1
! after teals 
1 1
II II II II 
II II II II
11
11
1 1 1 1 
1 1 1 1
!! tasty 2 ; enjoyient 1 II ¡¡Bodern 1 1 practical
1 1
2 ' '
ABES: 45 » !! after aeals 1 : tasty 1 ¡1 ¡¡tasty 1 1 convenient 1 11 1 1 1 
1 1 1 1
11
11
1
1
1
¡1 ¡¡other
II II II II
1 1 
1 1
1 1 1 1 
1 1 1 1
t 1 i 1 
1 1
TEA - BABS 11
1
II II II II 
II II
DEHLl TEA
:--- 111 1 
1 1 1 I 
1 1
;; ifONEN ! HEN
1
1{:i ¡1 NOHEN ¡ HEN
1 1 
1 1 1 1
!! practical 3 I practical 10 ! ! ! ¡tasty/habit 7 ¡ anytiie/conven't
1 1
6 ¡I
!! tasteless 5 ! litited 3 : \ ¡enjoying/relaxing 2 ¡ relaxing/enjoying 4 ¡I
!! other 1 ! unhealthy 2 : 1 ¡Ichating 3 ¡ cheap 4 ' '
1 1 1 1 distasteful 2 ! 1 ¡;anytine 3 ¡ hot/waraing 4 ' '
ABES: 24-35 1 1 t 1 I office/work 2 : j ¡¡other 2 ¡ tasty/habit 4 Ü
1 1 I 1 \ other 4 : 1 1 1 1 1 1 ¡ chatting 3 ¡I
1 1 1 1 
1 1 1 1 
1 1 1 1
11
r1
I1
1i
»1
11
1 1 1 1 1 1 
1 1 1 1 1 1 
1 1 1 1 1 1
¡ studying
11
11
2 1 1  ^ 1 1 
1 1 1 1 
1 1 1 1 
1 1
not enjoying 1 1 distasteful 2 : 1 ¡¡relaxing 1 ¡ tasty/anytiae
1 1
2 ' '
1
1 ! practical 1 1 practical 1 : 1 ¡¡tasty 1 ¡ relaxing/enjoying 4 ' '
ABES: 36-45 1 1 1 1 artificial 1 11 1 1 1 1 1 ¡ chatting 4 '' “ 1 1
1
1
1  1 
1  1 last choice 1 : 1 1 1 1 1 1 ¡ faaily-friends 1 1 1 1
1
1
1
1
1  1 
1  1 
1  1 
1 1
1i
11
1
11
1 1 1 1 1 1 
1 I I .  1 1 1
¡ other
11
4 ¡I 
1 1 1 1 
1 1
111 practical 1 practical 2 11 ¡¡relaxing 1 1 enjoyaent
1 1
1 ' '  •L 1 1
ABES: 45 »  I 
1 1
: awful 
1
1 ! convenient
11
1 : 
1
1 ¡¡anytiae 
1 1 1 1 1 1
3 1 tasty 
1 1
J- 1 1 
1 1 1 1
TABLE 9
PERCEPTIONS OF THE ADMINISTRATIVE STAFF CLASSIFIED BY AGE AND BENDER
HAMBURBER DONER
NOMEN MEN NOMEN MEN
ABES: 16-24
practical
tasty
■odern/European 
expensive 
not filling 
other
quick
bad ingredients
tasty
other
: .'tasty 
; ¡filling 
!¡iodern/diff't 
!¡convenient 
¡¡fatty
practical
tastyfspecial)
filling
fatty
other
ABES: 25-35
not tilling 3 
practical 3 
bad quality 3 
tasty 2 
■odern/different 2 
other 3
goes with beer 
inconsistent 
taste 
practical 
other
¡¡filling 
¡¡tasty 
¡¡lunch-tiie 
¡¡practical
depends on how 
it is lade 
tasty 
filling 
practical
ABES: 36-45
practical
expensive
filling
tasty
AGES: 45 »
practical 
expensive 
not filling 
different 
tasty
¡¡filling 
¡¡tasty 
¡ ¡convenient
COCA-COLA AYRAN
NOMEN MEN NOMEN MEN
¡1 fantastic/tasty 6 habit/addiction 3 ' ' 1 1 ::tasty 6 cooling 3 Ü
¡1 lodern 2 convenient 1 1 ¡¡healthy/necessity 2 healthy 2 Ü
M  convenient/habit 2 cooling ^ 1 1 1 ¡brings sleep 1 practical 3 Ü
AGES: 16-24 !! enjoying 2 useful 2 :: 1 1 1 1 brings sleep A 1 1
( 1 . 1 tasty 3 :: 1 1 1 1 tasty 2 1 1 ^ 1 1
1 .k 1 iodern 2 :: 1 1 1 1 1 1 i 1
1 1 I 1 other 1 :! 1 1 1 1 1 1 1 1
¡¡ haraful 4 nice drinking A 1 1 ;; health 8 ¡healthy 2 » 1 ^ 1 1
¡¡ calories 1 haraful but 1 Ü ¡¡tasty 4 convenient 1 ' ' * 1 1
ABES: 25-35 I¡ tasty-hot weather 2 aodern . 1 Ü ¡¡strength 4 sleep ■1 1 1
1 1 1 1 cooling 1 ' ’ A 1 1 ¡¡necessity 2 1 1 1 1
1 1 1 1 1 1 1 1 ¡¡sleep 1 1 1 1
1 1 practical 1 ’ ' A 1 1 1 1 1 1 tasty 2 1 1 ^ 1 1
AGES; 36-45 1 1 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1
1 1 I 1 
1 1 1 1
1 1 1 1 
1 1 1 1
¡¡ tasty 1 i 1 1 1 ¡¡tasty 1 1 1 1 1
AGES: 45 » ¡¡ cooling 2 1 1 1 1 ¡¡different 1 1 1 1 1
¡¡ digestive 1 1 1 I 1 ¡¡healthy 2 1 1
1 1 1 1 I 1 1 1 ¡¡cooling 1 1 1 1 1
s a
TABLE 9 ... continued
TURKISH-COFFEE NESCAFE
1 ; KDflEN : HEN 1  1  1  1 ;! WOKEN ¡ MEN 1  t  1  1
1 ¡ relaxing/enjoying 5 tasty/special 5 ’' 1laodern 4 ! practical
1
1
ASES: 16-24 ;
different 2 1 expensive/lux ^  1  1 ;¡practical 3 I expensive 3  ' ' 1  1
! perfect taste 2 ¡ enjoying/relaxing 3 \\ ! ¡expensive 3 stinulating 3  '' 1  1
1
1 after teal pleasure 2 practical 2  '' ¡¡can't take the 1 different 2  ''
1
1 ! habit 1 ! other i  1  1 Ü  place of T.Coffee ! tasty 2  ' ·
1
1
1  1  
1  1
1  1  
1  1 I other 2  '' 1  1
1
1 1 relaxing/enjoying 4 pleasure drint 1  I ¡ ¡artificial 3 ! expensive 3 !!
t
1 tasty(after teals) 3 ! expensive 1 :: : ¡tasty 2 I ■odernired coffee 2 ::
AGES: 25-35 with cigarettes 2 1 tasty 1 i: ¡¡practical 1 I tasty 1
I
1 stieulator 1 other 7 ' '  ^  1  1 ¡ ¡expensive 1 r-tiaulating 1 ::
1
1 can never get 1 1  1  1  1 ¡  ¡different 1 ! different 1 ::
1
1 enough 1  1  1  1 1  1  1  1 1 practical i  1  1
1
1 1 gives pleasure 2 :: 1  1  1  1 ¡ relaxing
1  1
1 ::
ABES: 36-45 ¡¡ ! tasty 1 :: 1  1  1  1 ¡ expensive 1
1  1  
1  1 \ expensive A  1  1 1  1  1  1 ¡ other 1  ' '  ^  1 1
1  1  
1  1 tasty 2 1  1  1  1 ¡¡bitter 1 11
1  1  
1  1  
1  1
1  1  
1  1 digestive 1 1  1  1  1 ¡ ¡iodern 1 11 1  1  1  1
AGES: 45 »  :: gives pleasure 1 1  1  1  1 ¡ ¡different 1 11 1  1  1  1
1  1
1  1 lunch-tite 1 1  1  1  1 ¡¡expensive 1 11 1  1>  1
1  1  
1  1
1  1  
1  1 ¡¡practical 1 11 1 11  1
1  1  
1  1  
1  1
TEA-BAGS 1  1  1  1  
I  1
1  1  
1  1  
1  1
DEHLI- TEA
- 1  1  
I  1  
1  1  
1  1
1 1
' 1  1  
1  · WOriEN HEN
1  1  
1  1  
1  1 ;; NOHEN HEN
1  1  
1  1  
1  1
1  1
1 * ' awful (taste) 4 no spirit/bad ^ 1  1 !! tasty 4 practical/habit
1  1 
4
t 1 
1 1 practical 3 todern/different 3 :: ||a necessity 2 w/anything 2 ¡:« 1  
1  1 unnecessary 2 practical 3 :: l!each day/iorning 2 1 1 1 1
AGES; 16-24 ü iodern 1 expensive 1  1 i;relaxing 2 relaxing 2 ''
1 ' I 1 1 1  1  1  1 1  1  1  1 tasty 3 ' ·
1  1  
1  1
1  1  
1  1
1 1 
1 1 traditional  ^ 1  1
1  1
i  1
1  1  
1  1
1  1  
1  1 other 1  '' * 1  1
t 1
1 · ' practical 3 practical • L  1  1
1  1  
1  1 tasty-great 4 ''
1  1  ) 1 unnessary/awful 3 expensive i ·  1  1 1 1 1 1 practical 3 ''
ABES: 25-35 \\ different/todern 2 to «ake use of · 1 1  1  1 1 relaxing 1  ' *  • L  1  1
1 1 1 1 artificial/no 2 left-over tea 1 I 1 1 1 1 1 1 1 1 1 1
1  1  
1  1 substitute 1 1 1 1 1 1 1 1 1 1 1 1
1 1 1 1 seldoa drink It  ^ 1 1 I 1 1 1 necessity 1 ;;
ABES: 36-45 :! tasteless i 1 1 1 1  1 1 tasty 1 ¡:
1  1  
1  1
1  1  1 1 1 1 I 1 easy ■ L  1  1
1  1  
1  1 eodern 2 1  1  1 1 1  1i:tasty 2 1 1  1 1
ABES; 45 »  ¡ practical 2 1  1  1  1  1  1 1   1 1 1 1 1
I  1  
1  1  
1  1  
t  1
not tasty 1 1 1 1 1 1 1 
1 I 1 1 1 1
1 1 
1 1
1  1  
1  1  
1  1  
1  1
S 3
TABLE 10
PERCEPTIONS OF THE STUDENTS CLASSIFIED BY ABE AND BENDER
HAHBUR6ER DONER
;: WOMEN : HEN !: !: NOHEN : HEN 1 1 1 1
practical 11 1 practical 15 :: ::tasty 8 ! delicious 15 Ü
;; delicious 7 1 not tasty, aHful 7 !l !|fatenning 5 1 practical 13 Ü
ABES: 16-24
¡; junk, fatty 6 •odern 5 ;¡filling 4 1 filling 8 Ü
!l filling 3 ! delicious 5 ¡1 ¡¡goes n / Turkish 4 \ traditional 3 Ü
other 6 1 filling 4 ¡¡ ¡¡ food k drinks I other 7 Üt 1 1 1 
1 1 1 1 
1 1 1 1
other 6
11
¡¡ ¡¡other 8
II II II II 
II II II II
1
• I' 1 1 
1 1
1 1 1 1 
1 1 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 1
COCA-COLA
11
11
1
II II II II
¡ ¡¡ AYRAN
1 II
1 1
1 1 1 1 1 1
;; NOHEN HEN
1
1
1 1 1 
¡ ¡¡ HOHEN HEN
1 1 
1 1 1 1
;; hariful-asidic 8 delicious 9 :¡ ¡¡sleep, ease 6 tasty,salty 9 ''
refreshing, cool 6 fun, sociable 6 :¡ ¡¡tasty 4 healthy 7 Ü
¡; practical 4 refreshing 5 :¡ ¡¡healthy 3 practical 6 Ü
ABES: 16-24 :: tasty 2 habit 5 :1 ¡¡doner 3 sleep 5 ''>f 1 1
other 8 iodern 3 :¡ ¡¡other 5 peasants/trad'n 4 ' *1 1 1 1 practical 3 :1 1 1 1 1 1 coolness 3 Ü1 1 1 1 other 11 ;1 1 1 • 1 1 ordinary/no fun 3 Ü1 1 1 1 11 1 1 1 1 1 other 7 Ü
TURKISH-COFFEE NESCAFE
NOHEN ¡ HEN 1 1 1 1 ¡ NOHEN ¡ HEN
1 1 1 1 gatherings,chatting 6 enjoying,relaxing 6 ¡¡ ¡ ¡stiiulator,study 13 ¡ stieulator,study 12 Ü
1 1 1 1 horoscope 6 tasty 5 '' ¡ ¡convenient 4 ; different/iodern 6 Ü
1 1 1 1 tradition, Gorucu 5 different 5 ' ’  ^ 1 1 ¡¡tasty 2 ¡ not favorable 6 Ü
! ABES: 16-24 Ü relaxing 4 after(tasty)teals 4 ! ¡¡other 6 ¡ once in a Mhile 4 Ü
1 1 1 1 after teals 3 traditional 3 Ü 1 1 1 1 1 practical 3 ' ‘vî 1 1
1 11 1 tasty 2 hartful 3 Ü 1 1 1 1 ¡ tasty 7 ' 'NL 1 1
1 1 1 1 other 12 hard preparing 2 Ü 1 1 1 1 ¡ other 4 ' ' ^ 1 1
1 1 1 1 other 10 Ü 1 1 1 1 11 1 1 1 1
1 1 1 1 
1 1 1 1 
1 1
TEABABS
1 1 1 1 
1 1 1 1 
1 1
1 1 1 1 
1 1 1 1 
1 1
1
DEHLI-TEA
1 1 1 1 
1 1 1 1 
1 11 1
1 1 1 1 NOHEN 1(; HEN
1 1 
1 1 1 1
1 1
¡¡ NOHEN ¡ HEN
1 1 
1 1 1 I
1 1 1 1 practical,rush 10 practical 13 Ü ¡¡ttornings/breakfast 5 ¡ tasty 8 Ü
1 1 1 1 not tasty 5 bad taste,stell 10 Ü : .'tasty 5 ¡ enjoying,relaxing 7 Ü
1 1 1 1 artificial 5 aodern 3 Ü ; ¡gatherings,chats 5 ¡ necessity,habit 5 Ü
ABES: 16-24 Ü other 5 other 5 ''V 1 1 1¡habit 3 ¡ traditional 3 Ü
1 1i 1 1 1 1 1 ¡¡pleasure 3 ¡ breakfast 3 ‘'
1 1 1 1 1 1I 1 ¡¡traditional 3 ¡ spare tiles 7 ''
1 1 1 1 1 1 1 1 ¡ ¡convenient 2 ¡ other 7 '' / 1 1
1 1 1 1 1 1 1 1 ¡¡other 9 11 1 1 1 1
TABLE 11
PERCEPTIONS OF THE SUPPORT STAFF CLASSIFIED BY ABE AND BENDER
HAMBURBER DONER
:; «OMEN MEN :: :: w o k e n [ KEN 1 1 1 1
! expensive 2 practical 4 M  ;¡practical 2 [ tasty A · ' 0 1 1
!! tasteless/junk 2 expensive 2 :: :[tasty 2 [ filling 4 ''
\\ other 3 not tasty 1 [[ ¡[expensive 2 [ expensive 2 [[
ABES: 16-24 11 different 2 [[ ¡¡filling 3 [ healthy 1 [[11 not filling 1 II II II II [ «ell priced 1 ¡111
11
II II II II 
II II II II
[ lunch-tite 
1 1
1 ¡1 
1 1 1 1
I fflodern 1 different 4 [[ ¡¡tasty 4 ¡ filling A ' ' 0 1 1
! expensive 3 expensive 4 [[ ¡¡filling 3 ¡ expensive 4 ''
! other 1 easy/practical 3 [[ ¡¡practical 2 ¡ practical 3 [[
AGES: 25-35 1 tasteless 2 junk/tasteless 2 II II II II ! tasty 5 [[11 anytiie 1 II II II II ! healthy 1 '' , 1 111
11
II II II II 
II II II II
¡ econoiical
11
^ 1 1 
1 1 1 1
: w/pepsi 1 [[ ¡¡tasty 1 [ 1 1 1 1
ABES: 36-45
11
11
1
II II II II 
II II II II
11
11
1 1 1 1 
1 1 1 1
1111 II II II II [ tasty 2 ’'
ABES:45>> ;
11
11
11
II II II II 
II II II II
[ healthy 
1 1
2 '' * 1 1
1 1 1 1
11
•1
1
11
11
1
COCA --COLA
II II II II 
II II II II 
II II
11
AYRAN
1 1 1 1 
1 1 1 1 
1 11
11
1
; HOHEN KEN [ [ [[ NDKEN
1l_ _ _ _____
[ HEN
1 1 
1 1 1 1
111 unhealthy 3 cooling 2
1 1
[[ ¡¡healthy 3 ¡ healthy 1 1
ABES: 16-24 \; expensive 3 anytiie 3 i|[ ¡¡tasty 3 ; taste 3 [[
t1! cooling 3 unhealthy 2 1[[ ¡¡practical 2 ¡ filling 1 ¡[
111 expensive 2 11
II II II II
II I I _ _  ________
¡ practical 
1 2 [[
11! unhealthy/asidic 3 relaxing
1
3 1i: :: tasty
1
3 [ healthy 4 [[
11; anytiie 2 practical 3 ;: ¡¡other 1 [ practical 3 [[
ABES: 25-35 ;1 relaxing 2 expensive 7 :¡ ¡¡practical 2 [ taste 4 ¡1
111 cooling 1 unhealthy 4 :1 1 1 1 1 1 11 1 1 1 1
11
11
11
1
other 3 : 
1 1 
1
1 1 1 1 1 1 
1 1 1 1 1 1
1 _ _ II..
11
11
1
1 1 1 1 
1 1 1 1
1 1 1 1! tasty 1
1
11[ ¡¡tasty
1
1 [ 1 1 1 1
ABES: 36-45 !
1 1  1 1
1 digestive
1
1 11
11
1
I ¡¡easy 
1 1 1 1 1 1
1 I I  _
1 [
11
1 _
1 1 1 1 
1 1 1 1
1 1 1 111 practical
1
1 :
1 1 1 
1 1 1 1 1 1
1
[ practical
ABES: 45 » 11 lodern 1 ;1 1 1 1 1 1 [ healthy ^ 1 1
1 1 1 i
1 1 1 11
unhealthy 1 : 
1
1 1 1 1 1 1 
1 1 1 1 1 1
1 1 1
11
11
1 1 1 1 
1 1 1 1
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TABLE 11 continued
AGES: 16-24
AGES; 25-35
AGES: 36-45
A6ES:45 »
TURKISH-COFFEE NESCAFE 1 1 1 1
NOnEN HEN 1 1 1 1 ;; wonEN I HEN
1 1 
1 1 1 1
!! expensive 3 relaxing 1luseless 2 ! tasty
1! special/treat 3 tasty 2 ' ' 1lexpensive 3 1 expensive 2 ''
II relaxing 3 expensive 1 '' * 1 1 1 1 1 1 artificial 2 ' ’1 1 1 1 
1 1
1 11 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 I
1 1 1 1 
1 1 1 1
1 I
I 1 1 1
1 other 
1 1 
1 1 
1
 ^ 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1
11 expensive 1 practical 2 :: 1 lexpensive
1
1 1 expensive
1 1
8
II relaxing 3 special/treat 6 ;; 1 ¡unnecessary 2 1 unnecessary 4 ::
1! tasty 2 expensive 5 Ü ¡¡other 1 1 iodernized 4 ' '
II special 1 relaxing 4 :: 1 1 1 1 1 tasteless 2 ' '  *· 1 11 1 1 i 
1 1 1 1 
1 1 1 1
other 3 ' '  « 1 1
1 t 1 1 
1 1 1 1
1 1 1 1 
1 1 1 1 
1 1 1 1
11
11
11
1 1 1 1 
1 1 1 1 
1 1 1 1
II tasty 1 1 1 1 1 1 lexpensive
1
1 :
• 1 
1 1 1 1
II expensive 1 1 1 1 1 1 1 1 1 11 1 1 1 1
II relaxing 1 1 1 1 1 1 1 1 1 11 1 1 1 1
1 1 1 1 practical 2 ' * 1 1 1 1
1
1 expensive
1 i
2 ' ’
1 1 1 1 digestive 2 ''   ^ 1 1 1 1 1 1 1 lodern 2 ' '
1 1 1 1 1 1 1 1 1 1 1 1 1 artificial 2 ' '   ^ 1 1
II 1 1 1 1 1 1 II II 1 1 1 1 1 1 II
TEA - BAGS DEHLI-TEA
MOHEN HEN NOHEN
!l tasteless 3
ABES: 16-24 !!
1 1 1 1 
1 1 1 1
expensive 1 ¡! ! Ichats/pleasure 3 
tasteless 2 !! | ¡necessity 2
II II II II 
II II II II
anytiie 4 
relaxing 4 
tasty 2
11 unnecessary 3
1 1 1 1
AGES: 25-35 \\
1 1 1 1 
1 1 1 1 
1 1 1 1
unnecessary 7 ¡! ¡¡great taste 2 
expensive 5 ¡¡ ¡¡traditional 2 
tasteless 2 ¡¡ ¡¡chats/pleasure 4 
¡¡ ¡¡necessity
II II II II 
II II II II
anytiie 7 
enjoying/relaxing 5 
chatting 2 
best drink 1
;! unnecessary 1
AGES:36-45 ,’! expensive 1
1 1 1 1
¡¡ ¡¡unnecessary 1
II II i 1 II 
II II II II
1 1
AGES: 45 »  Ü
1 1 1 1 
1 I 1 1
tasteless 2 ¡¡ ¡¡ 
expensive 1 ¡ ¡ ¡¡
II II II II 
II II II II
easy 2 
anytiae 2 
relaxing 2
HEN
Q L
TABLE 12
PREFERENCES OF THE ACADEMIC STAFF CLASSIFIED BY GENDER
1! NC 
1 1
1! IN FAVOR
HEN ¡¡ ¡¡ 1 
¡ ¡¡ HAMBURGER ¡¡
¡ AGAINST ¡¡ ¡¡ IN FAVOR
1EN ¡¡
1 1 1
¡ AGAINST I!
llpractical 9 
¡¡tasty 2
¡¡filling 2 
1 1 
I 1 
1 t 
I 1 
1 I 
1 1
¡ unhealthy 8 ¡1 1¡practical/quick 11 
1 not filling 7 ¡1 ¡¡tasty 1 
1 not tasty 3 ¡¡ ¡¡if only choice 2
• I I  I I  
1 I I  I I  
i I I  I I  
I I I  I I  
1 I I  I I  
1 I I  I I
¡ unhealthy 5 ¡1 
1 bad qualil·; 6 11
1 not tasty 4 ¡1
1 1 1 
1 1 1 
> 1 1 
1 1 1 
1 1 1 
1 1 I
Ü  NO
i 1
¡¡ IN FAVOR
MEN ¡1 ¡1 H 
11 DONER 11 
AGAINST ¡1 ¡1
EN ¡1 
1 1 
1 1 
1 1 
1 1
¡¡tasty 6 
¡¡filling 4
¡¡practical 3 
1 1 1 1 1 1 1 1 1 1 1 1
fatenning 5 ¡1 ¡¡taste 9 
¡¡ ¡¡healthy 2 
¡1 ¡¡filling 3 
¡1 ¡¡quick 3
I I  I I  
I I  I I  
I I  I I  
I I  I I
fatty/heavy 7 ¡1 
not healthy 1 ¡1
ingredients ? ill 
1 1 1 1 1 I 1 1 1 1 1 1
Ü  N0» 
1 1
¡ ¡ IN FAVOR
lEN ¡¡ ¡i 
¡i COCA-COLA ¡¡ 
AGAINST ¡¡ ¡¡
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
¡¡tasty 3
¡¡cooling 3  
1 1 
1 1 
i 1 
1 1 
1 1 
1 1 
1 1 
1 I
unhealthy 6 ¡1 ¡¡tasty 5 
¡¡ ¡¡cooling/enjoying 6 
¡¡ ¡¡digestive 3 
¡¡ ¡¡habit/necessity 3
I I  I I  
I I  I I  
I I  I I  
I I  I I
unhealthy 11 ¡1 
fattening 2 ¡1
1 I 
1 1 
1 11 1 1 1 t 1 1 I 1 1
Ü  NON
1 1 i 
I 1 1 
1 i 1
1 1 1
EN ¡¡ ¡¡ HE 
¡¡ AYRAN ¡¡ i
11 I I  1 
I I  I I  1
N ¡1
1 1 
1 1
1 1 
1 I
¡¡healthy 5 ¡
¡¡tasty 4 ¡ 
1 1 1 
1 1 1 
1 1 1 
1 1 t 
1 1 1 
1 1 1 
1 1 1 
1 1 1 
1 1 1 
1 1 1
salty 5 ¡1 1¡taste,/smell 7 1 
tasteless 4 ¡1 ¡¡healthy 8 1 
¡1 ¡¡cooling 2 1 
¡1 ¡¡summer-time 2 ¡
I I  I I  1 
I I  I I  1 
I I  I I  1 
I I  11 1 
I I  I I  1 
I I  I I  1
brings sleep 2 ¡1 
taste/bitter 3 ¡1 
not dependable 4 ¡1 
if ready made ¡1
not H/anything 1 ¡1 
1 1 1 1 1 1 1 1
S 7
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TABLE 1? ... continiied
1! TURKISH-COFFEE |1 HEN
I I
I¡tasty 
¡¡after meals 
¡¡relaxing
8 ¡ unhealthy 
6 ¡ strong 
6 ¡
i I I I I I
¡¡pleasure/treat 
¡¡taste/smell 
¡¡fortune telling
taste,/bitter
unhealthy
stimulator
I i I I 
t I
1 1 
1 i 
1 1 
1 1 
1 1 
1 1
¡¡ ¡¡after(heavy)meais 2 ¡ not a habit 2 ¡¡ 
¡¡ ¡¡addiction 2 ¡ ¡¡ 
¡¡ ¡¡easy 1 ¡ ¡¡
1 1 
1 1 
I i 
1 i 
1 i 
1 1
I I  I I  ^
!! NESCAFE 1 i
I I  M  
I I  I I
lEN ¡¡
1 1 1 
1 1 1 
1 1 1 
1 1 1
¡¡practical 7
¡¡taste 3 
1 1 
1 1 
i 1 
1 ·
1 1 
1 1 
1 1 
1 i
tasteless 4 ¡¡ ¡¡taste,/smell 5 
addiction 4 ¡¡ ¡¡practical 5 
¡¡ ¡¡hoolied 4 
¡¡ ¡¡stimulator(study) 2
I I  I I  
I I  I I  
I I  I I  
I I  I I
¡ stimulator 4 ¡¡ 
¡ unhealthy 4 ¡¡
¡ taste 2 ¡¡ 
1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1
1 1 
t 1 
1 1 
1 1 
1 1 
1 1
I I  M ц
i! TEA-BAGS !!
I I  I I
1 1 I I
EN ¡;
1 1 
1 1 
1 1 
1 1
¡¡practical 7 
1 1 
1 i 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
tasteless 6 ¡¡ ¡¡practical/ if 12 
color 2 ¡¡ ¡¡ only choice
I I  I I  
I I  I I  
I I  I I  
I I  I I  
M  I I  
I I  I I  
I I  I I  
I I  I I
taste/smell 12 ¡¡ 
not like tea ¡¡ 
doesn’t last 1 ¡¡ 
expensive 1 ¡¡
1 I 
1 1 
1 1 
1 1
1 1 
1 1 
1 i 
1 I 
i 1 
1 i
I I  I I
¡¡ DEMLl-TEA ¡'i
I I  I I  
I I  I I
1 1 
I 1 
1 1 
1 1 
1 1 
1 1
¡¡taste 7 
¡¡pleasure 5 
¡¡natural 3
¡¡habit 4 ¡
1 1 1 
1 1 1 
1 1 1 
J 1 1 
1 1 1 
1 i 1
¡ ¡ \ ¡taste/smell/color 10 
¡¡ ¡¡addiction 8 
¡¡ ¡¡relaxing 3 
¡¡ ¡¡ceromony 2 
¡¡ ¡¡chatting 2 
¡¡ ¡¡enhances work 2 
¡¡ ¡¡preparing it 1
hard making 1 ¡¡
unhealthy 1 ¡¡
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
I 1 
1 1 
1 1 
1 1
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TABLE 13
PREFERENCES QF THE ADMINISTRATIVE STAFF CLASSIFIED BY BENDER
WOMEN MEN
:: IN FAVOR ¡ A6AINST :¡ HAMBURGER 1 1 1 1 11 1 1 1 1
;¡practical 7 ¡ expensive 5 1 1 1 1 ¡¡practical b ¡ tired of it 1 '' * 1 1
::tasty 5 ¡ not filling 8 1 1 1 I ¡¡tasty 1 ¡ expensive ·*> 1 1
1¡inexpensive 2 ! bad quality 4 1 1 1 1 1 1 1 1 11 1 1 1 1
!¡filling 1 !¡ ingredients 1 1 1 t 1 11 1 11 1 1 1 1
:¡healthy 
1 1
1 ¡
1
1
1
1
1
 1  1 
1 1
1 1 1 1 
1 1
11
1
1 1 1 1 
1 11 d
1 1 1 1 
1 1 1 1
1
11
11
1
• 1
1
11
 1
 1  1
DONER
1 1
1 1 1 1 
1 1 1 1
1
11
11
1
1 1
1 1 1 1 
1 1 1 1
¡ ¡filling 8 ¡ expensive 5 ¡11 ¡ ¡filling 3 ¡ fatty  ^ 1 1
¡¡different 2 ¡ fatty/bad quality 3 !11 I ¡practical 3 ¡ if a sandwich * 1 1
::tasty 7 ¡ not practical 2 ¡1 ¡¡tasty 1 ¡ 1 1 1 1
¡¡practical 3 ¡ 1111 1 1 1 1 11 1 1 1 1
¡¡healthy
1 1 1 1
1 1 
1 1
11
11
11
11
1 1 1 1 
1 1 1 1
11
11
1 1 1 1 
1 1 1 1
I I  1 I f  1 1 1 I I  
I I  1 I I  I I  1 I I
Ü  : :: c o c a -col a ü  ¡ ü
¡¡cooling 3 ¡ unhealthy/asidic 5 ¡1I ¡¡cooling 1 ¡ not tasty 1 ‘ ’ * 1 1
¡¡tasty 7 ¡ 1111 ::tasty 2 ¡ 1 1 1 1
¡¡Bodern 2 ¡ 1111 ¡¡lodern 1 ¡ 1 1 1 1
¡¡a habit 2 ¡ 11 1 ¡¡digestive 1 ¡ 1 1 1 1
¡¡digestive 2 ¡ 11 11 1 1 1 1 11 1 1 1 1
¡¡convenient 3 ¡
=================
I
1
1
1
1 1 
1 1
1
1
= = = = = = = = = = = = = = = =
1 1 
1 1
AYRAN
¡¡tasty 7 ¡ causes thirst 1 ¡¡ ¡¡relaxing 3 ¡ not w/everything 1 Ü
¡ ¡necessity 2 ¡ not anytiee 1 ¡¡ ¡¡healthy 9 1  II^ 1  II
¡¡healthy 4 ¡ brings sleep 1 ¡¡ ¡¡tasty 1 I II •*■1 II
¡¡practical 3 1 1 I 1 I 1 1 1 1 1 1 1 1 1 1 1
¡¡refreshing
1 11 1
3 1 1 1 1 1 1 
1 1 1 1 1 1
1 1 1 1 
1 1 1 1
1 1 1 1 1 1 
1 1 I 1 1 1
TABLE 13 continued
WOKEN KEN
IN FAVOR A6AINST :: TUROSH-COFFEE ,'! IN FAVOR : AGAINST .'! 
1 _ __  _ _ _ _  1 1
fortune telling 1 
I'i addicted 2 
taste 7 
relaxing 2
II II
taste 1 !!taste 2 
hard preparing 1 Ü  !,'relaxing/pleasure 3
II II II II 
II II II II 
II II II II 
II II II II
1 1 1 
¡ taste 2 Ü
¡ hariful 1 Ü  
1 1 1 1 1 1 
1 1 1 1 1 1 
1 1 1 1 1 1 
1 I 1 1 1 1
¡1 !: MEN :; 
:: NESCAFE :: ; ¡:
taste 3 
easy preparing 2
expensive 4 Ц practical 1 ; taste 1 ¡1 
ta ste/bitter 4 ¡1 ¡¡plesurable 2 ! expensive 1 ¡1 
hareful 1 ¡; 1! Ц  
it only choice 1 ¡; II 1 II
II II · II II II · II 
II II · II II II 1 II
II II МГЦ] 1 1II II 1 1
:: TEA-BA6S !: i ::
practical 5 
■Odern 1
taste/not tea 10 !! ;; ! taste/unsatisfying 6 
expensive 1 !! ;; ! expensive 1 ;;
;; ;; ¡ n o t  used to it 1 ¡|
II II I II II II 1 II 
II II 1 II 11 II I II 
II II 1 II II II 1 II
II II
Ü  DEHLI-TEA :
1 1.N , 1 
1 1 1 1
necessity/habit 7 
tasty 7 
relaxing/enjoying 5 
practical 3
Ü  !¡relaxing/enjoying 4 ¡ 
Ü  ¡¡tasty 2 ¡ 
Ü  ¡¡practical 1 1 
Ü  ¡¡necessity 1 ¡
II II ' II II * 
II II » II II '
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1
. . . . . . . . . .  U .  . 1 J
O O
TABLE 14
PREFERENCES OF STUDENTS CLASSIFIED BY BENDER
> 1 1 1
:! IN FAVOR
NOMEN
¡ AGAINST
1 1 1 1 
1 1 1 1
¡¡tasty 6 I unhealthy 4 ''
¡¡practical 9 ¡ fatenning 2 ''
¡¡habit 2 ¡ not tasty 1 Ü1 1 1 I 
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 1 1 
1 1 i 1
I not filling 
1 1 
1 1 
1 1 
1 1 
1 1
1 Ü
i 1 1 1 
1 1 t 1 
1 1 1 1 
1 1 1 1 
1 1 1 1
HEN
HAMBURGER :: IN FAVOR
¡,’practical/quick 10 
tasty 3
AGAINST
not tasty 3
bad quality 5
not filling 3
¡ Ü  DONER Ü  :i
¡¡tasty 8 ¡ fatenning A ' ' o  1 1 ¡¡tasty 13 ¡ not tasty 1 '' * 1 1
¡¡filling 2 ¡ unhealthy ^ 1 1 ¡¡practical/quick 6 ¡ little ··· 1 1
¡¡practical 2 11 1 1 1 1 ¡¡filling 7 ¡ boring if often -*· 1 1
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
1
1
1
1
1
1
1 1 
1 r 
1 1 
1 1 
1 1 
1 1
¡¡Turkish/habit 2
1 1 
1 1 
1 1 
1 1
1
1
1
1
1
1
1 I’ 
1 1 
> 1 
1 1 
1 1 
1 1
1 1 
1 1 NOMEN 1 1 1 1 1 1 1 1 MEN 1 1 1 1
• 1
1 1
1
1
1 Ü  COCA-COLA I ¡ FOR ; AGAINST 1 1 1 1
¡¡tasty 6 ¡ unhealthy 6 Ü 1¡cDoling/relaxing 6 1 unhealthy 1 1
¡¡cooling 4 ¡ expensive 1 Ü ¡¡tasty 9 11 1 1 1 1
¡¡goes w/ieals 3 ¡ 1 1 1 1 ¡¡a habit 7 11 1 1 1 1
esp. Pizza,Ha«b
NOMEN HEN
¡¡ IN FAVOR • 1 1 1 1 AYRAN ;¡ IN FAVOR • 1 1 < 1 1
¡¡healthy 4 ¡ salty 2 Ü ¡¡healthy 5 ¡ if badly sixed 3 ¡¡
¡¡tasty 2 ¡ taste I Ü 1¡tasty 2 ¡ taste 1 Ü
¡’easy 2 »i 1 11 ( ¡¡brings sleep 3 1 1 1 t 1 1
I!gces w/ieals 
!! esp. Doner,Pide 
¡filling
10\
TABLE 14 continued
HONEN 1 1 1 1 1 1 1 1 HEN 1 1 1 1
IN FAVOR ; AGAINST !: TURKISH COFFEE :i IN FAVOR 
1 1
AGAINST 1 1 1 1
tasty 4 1 taste (bitter
1 1
5 !,· : ¡tasty 4 hard taking
1 1
3 Ü
ta stay aMake 1 ¡ strong) 1 1 1 1 ¡ ¡relaxing/pleasure 4 taste(bitter) 3 Ü
relaxing/pleasure 4 1 1 1 1 ¡¡quality 2 1 1 1 1
after teals 3 : 1 1 ¡ ¡a habit 1 1 1 1 1
1
1
1 1 
1 1 ¡¡special taste 2 1 1 1 1f
1
I
1
t
1
1
1
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
¡ ¡after teals
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
1 1 1 1 1 
1 1 
1 1 
1 1 
1 1 
t 1 
1 1
HONEN 1 1 1 1 1 1 1 1 HEN 1 1 1 1
1
1 : ¡ NESCAFE 1 1 1 1 11 1 1 1 1
taste 3 1 unhealthy 3 :: 1¡practical 7 ¡ unhealthy 3 Ü
practical 3 : 1 1 1 1 ! ¡tasty 2 ¡ expensive 2 Ü
relaxing 3 : 1 1 1 1 ¡ ¡stiiulator(study) 5 ¡ not a custot 1 1
5tiiualtor(study) 5 ¡ 
1
1
1
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
¡¡if only choice
1 1 
1 1 
1 1 
1 1
2 : 
1 
1 
1 
1
.< 1 
1 1 
1 1 
1 1 
1 1 
1 1
m í H 1 1 1 1 1 1 1 1 HEN 1 1 1 1
1
1 :: TEA-BABs 1 t 1 1 11 1 1 1 1
practical 8 ! artificial 4 :: ¡¡practical 9 ¡ taste(aMful) 9 ' '
! not tasty ¡¡of only choice 1 ¡ not a custot •L 1 1
1
1
1
1
1
1
F
1
1 1 
1 1 
1 1 
1 1 
1 1 
1 I 
1 1 
1 1
¡¡habit 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
1 ¡
1
1
1
1
finishes quickly ■L 1 I 
1 1 
1 1 
1 1 
1 1 
1 1 
1 1
HOHEN 1 1 1 1 1 1 KEN 1 1 1 1
1
1 :: DEHLI-TEA 1 1 1 1 1 1 1 1 1
taste 7 1 taking it 1 :: ¡¡pleasurable 3 ¡ hard aaking 3 Ü
relaxing/pleasure 5 | taste 1 :: ¡¡tasty 6 ¡ taste 1 Ü
easy obtaining 3 : 1 1 1 1 ¡ ¡a habit 4 ¡ 1 1 1 1
coipany 2 : 1 1 1 1 ¡ ¡chatting 2 ¡ 1 1 1 1
1
1
1
1
1 1 
1 1 
1 1 
1 1
¡¡breakfast
1 1 
1 1
2 ¡
1
1
#
1 1 
1 1 
1 1 
1 1
1 0  2
